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Live or film— 
does the tv audience 


note a difference? 
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WIVR EXCELS 


IN COVE RAGE Operating on CHANNEL 6 WTVR is the only station in the Richmond area author- 
ized to operate in the PREFERRED LOW-END OF THE VHF BAND. Nc other station 


in this area can equal WTVR’s WIDE AREA COVERAGE. 


WIVR EXCELS 


IN FACILITI ES CHANNEL 6 with 100,000 WATTS is operated from one of the highest self-support- 
ing antennas in America, 1049 FEET ABOVE SEA LEVEL. There is no higher elevation 
in the Richmond area, and only WTVR can assure coverage from its antenna located in the heart of the City of Richmond. 


WTVR is the only station in this area which has studio facilities in Richmond. In short “The South’s First TV Station” is RICH- 
MOND’‘S ONLY TV STATION WITH COMPLETE RICHMOND FACILITIES. 


WIVR EXCELS 


IN PROGR AM WTVR LEADS IN THE LATEST PULSE SURVEY ACROSS THE BOARD. No station 

in this area equals it. In one day WTVR produces more local programs, starting 
at 7 a.m. each day, than all other stations in this area combined. And remember, WTVR programs require no antenna to be 
received 


WIVR EXCELS 


THROUGHOUT THE DAY--IN EVERY WAY 


Represented Nationally by Blair Ty, Inc — Affiliated With ABC-TV Network. 









TWO MORE REASONS 


Why Your Best 
Texas Buy Is 
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KGUL’S new Super Tower went 
into operation on May 30th— 
bringing CBS Television to 
more than 600,000 families 
in the Gulf Coast Area. 


KGUL-TV leads in more prime 
periods than the other two 
stations combined.” 
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In the April Telepulse for 
4 the Galveston-Houston Area: 








KGUL-TV 83 

Station B 77 
‘aaaae Station C 4 
Spot ‘Soles (4 Ties) 


Channel 11 Galveston, Texas 


‘3 *(Source: Telepulse, April 1, 1956, 1/4 Hour Wins 6 P.M.-Midnight 7 Days) 
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93 OF THR TOP\100_TV 


y | 








*TvB First Quarter Report, "56: v Procter & Gamble V Brown & Williamson ¥ Sterling Drug ¥ General Foods 
v Kellogg Vv Miles Labs ¥ Colgate-Palmolive ¥ Philip Morris ¥ National Biscuit ¥ General Motors Vv Bulova Watch v Anahist ¥ American 
Tel. & Tel. V Liggett & Myers Vv Carter Products ¥ Ford Motor v Robert Hall Clothes ¥ Charles Antell ¥ Minute Maid ¥ Continental Baking 
Vv Block Drug ¥ Warner-Lambert Phar. V¥ Helaine Seager v Peter Paul v Fla. Citrus Comm. ¥ Grove Labs ¥ Coca-Cola v Harold F. Ritchie 
Vv Borden v Nestle v Esso Standard Oil —J. A. Folger Vv Toni ¥ Campbell Soup v R. J. Reynolds Vv Chrysler ¥ Chesebrough-Ponds Vv Lever 
Brothers V¥ Northern Paper Mills v B. T. Babbitt v P. Ballantine & Sons ¥ Corn Products Refining ¥V Benrus Watch Vv Tea Council of U.S.A. 
v Hills Bros. Coffee V¥ Thomas Leeming v Vick Chemical —Piels Bros. —Better Living Enterpr. V Stokely-Van Camp v E. & J. Gallo Winery 
Vv Bristol-Myers Vv Reader's Digest Assoc. —Falstaff Brewing Vv Pepsi-Cola v Sales Builders ¥Seven-Up v¥ Wildroot ¥ Salada Tea ¥ Tafon 
Dist. ¥ Best Foods ¥ Wesson Oil & Snow Drift ¥ RCA v Armour Vv H. J. Heinz Vv Anheuser-Busch v Shell Oil ¥ American Home Foods 


No selling campaign is complete without the WBC stations 


“Support the Ad Council Campaigns” 
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SPOT ADVERTISERS USE WBC 
































In fact, 94 of the 100 leading advertisers in all media are on 
WBC. From tools to tea, from cars to capsules—-you name 
"em, we’ve got ’em. And why not... WBC stations dominate 
the markets where 1/6 of America does its shopping. 

But, it’s not only the dig fellows . . . nearly 400 local adver- 
tisers, whose ads must pay off day-by-day, are on WBC, 


—Pabst Brewing Vv Plough Inc. ¥ U.S. Tobacco v Ludens ¥ Great 


A.&P. Tea V¥ Hawley & Hoops ¥ Standard Brands v¥ Smith too, Let us prove to v— why ne eeing campaign = complete 
Brothers ¥ Mennen v¥ Brown Shoe v¥v Seeck & Kade Vv Lee Ltd. without the WBC stations. Call A. W. “Bink” Dannenbaum, 
V Pharmaceuticals Inc. ¥ Glamorene Vv Beechnut Packing V Carling WBC General Sales Manager, at MUrray Hill 7-0808, N.Y. 


Brewing —Theo. Hamm Brewing Vv Carnation ¥ General Baking 
V Standard Oil (Ind.) vV P.Lorillard Vv Simoniz ¥ Socony-Mobil 
Oil ¥ American Chicle ¥ Cream of Wheat v¥ Sealy Mattress 
—Eastern Guild ¥ General Mills ¥ Morton Frozen Foods v Pacific WESTINGHOUSE BROADCASTING COMPANY, INC. 


Coast Borax v F. & M. Schaefer Brew. V¥ Thomas J. Lipton 


RADIO TELEVISION 
BOSTON—WBZ+WBZA BOSTON—WBZ-TV 
PITTSBURGH—KDKA PITTSBURGH—KDKA-TV 
CLEVELAND— KYW CLEVELAND—KYW-TV 


FORT WAYNE—WOWO SAN FRANCISCO—KPI!X 
PORTLAND—KEX 


KPIX REPRESENTED BY THE KATZ AGENCY, INC 
ALL OTHER WBC STATIONS REPRESENTED BY PETERS. GRIFFIN. WOODWARD. INC 
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x WORKING PARTNERS 
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FRANK HEADLEY, President 
DWIGHT REED, Vice President 
FRANK PELLEGRIN, Vice President 
PAUL WEEKS, Vice President 


TELEVISION INC. 














Of course the hard hitting H-R staff is out pounding 


pavements and digging for business every day. And... 


so are the working partners who head up this firm! 


Each partner actively and personally represents every 


station on our list. We have no “desk bound brass." 


Giving our stations and buyers of time, this active 


working partner representation, plus the services of a 


carefully selected sales seasoned staff, means that today, 


the same as when H-R was started, we “always send 


a man to do a man’s job.” 


380 Madison Ave 35 E. Wacker Drive 6253 Hollywood Boulevard 155 Montgomery Street 415 Rio Grande Bidg. 101 Marietta Street Building 
New York 17, N.Y. Chicago |, Illinois Hollywood 28, Calif. San Francisco, Calif. Dallas, Texas Atlanta, Georgio 
Oxford 7-3120 RAndolph 6-643) Hollywood 2-6453 YUkon 2-5837 Randolph 5149 Cypress 7797 
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520 Lovett Boulevard 
Room No. 1D 
Houston, Texas 
JAckson 8-160! 











Boulevard 
1D 
‘exas 
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Letter from the Publisher 


The Spot Cycle 


National spot billing has been soft for the past 60 days. 

Up to the present, each month has shown a dramatic gain over 
the same month of the previous year. While the seasonal decline 
regularly starts in May and continues through July, this year the 
downturn is slightly ahead of that a year ago. But in spite of this 
the gains for the year are still spectacular. The seasonal downturn 
merely indicates that the industry is leveling off after its prolonged 
upward climb—which it may very well resume at the end of the 
summer. 


The billing decline of the past 60 days has placed these trends 
in focus: 

1) Business is good, and, based on advertiser plans for the 

next six months, the outlook is optimistic. 

2) Since there are more accounts using tv than ever before, 
there is, at the same time, a greater turnover of accounts. 

3) There are and will continue to be a large number of short- 
term advertisers. 

4) There is little, or no, franchise buying. In other words, where 
the advertiser has decided to cut back, the fact that he is 
occupying unusually attractive adjacencies will not keep 
him in these spots. . 

5) Packaged plans are not an incentive to spending additional 
money once the budget is set. Budgets are larger but once 
they have been allocated, they are also tighter. 

The TELEVISION AGE prediction made in January that national 
spot revenue would hit approximately $317 million this year 
appears to remain a good conservative estimate. 

An analysis of the top 25 spot buyers, given in detail in our 
lead story on page 41, delineates the buying pattern for national 
spot. These are actively the key accounts and, as they go, so goes 


6 


national spot, generally. 

All of the above-noted factors mean that television is changing 
from a medium where a seller’s market has existed to one in which 
aggressive selling must be done. It requires going after new business 
as well as keeping those who are already using the medium sold 
on it. In that connection, the constructive hard-hitting efforts of the 
Television Bureau of Advertising should be encouraged. 

This can be done in a positive way by more stations joining and 
supporting the Bureau. TvB should have a million-dollar budget 
to intensify further its drive for more business. At the same time, 
stations must do a more aggressive selling job if the industry is to 
realize its prediction of a million-dollar gross revenue for 1956. 


Cordially, 


Sy. Haak 





STEINMAN STATION 
Clair McCollough, Pres. 


AMERICA'S 10TH TV MARKET 
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The MEEKER Company, Inc. 
los Angeles Chicago 


New York San Francisco 


Representative: 


LANCASTER, PENNA. 
NBC and CBS 


ala 


316,000 WATTS 
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watch 
closely! 





Television’s incredible statistics can 
be even more bewildering in this 
record year—if you don’t watch them 
very carefully all the time. 


Take the question of measuring* a 
program’s popularity. Do you count 
the total audience —the number of 
people who tune in during the course 
of a program (including those who 
tune out after sampling it), or do 
you measure the average audience 
the number of people who watch it 
during the average minute? 





Without a single family changing 

a minute of its viewing behavior you 
can arrive at a surprisingly different 
set of figures. 


The total audience** measurement 
can produce the most astronomical 
numbers. But the average audience 
concept has far greater value for a 
sponsor. Because it is a much more 
accurate index of the number of 
people who have seen an advertising 
message, it has clearly gained more 
acceptance in the industry. 


* All 


ON 


with ¢ 


: day 


**On th 


nillion more viewers than the second ranking netw 





The clearest single fact about the 
1955-56 television season to date is 
that on an average audience basis 
CBS Television broadcast 7 of ‘the 1¢ 
most popular programs at night and 
8 of the top 10 in the daytime. 


Moreover, its average program had 
a 12% larger rating at night and 

a 64% larger rating during the day 
than the second ranking network. 
A record that continues to establish 
CBS TELEVISION as the 


world’s largest advertising medium, 





data based on NTI Averages: October '55-April 


is basis te 


», CBS Television comes out ahead 





of the top 10 nighttime programs, 8 « 


time programs, and averages both day and night 











ADVERTISERS GET | 
BIG TIME RESULTS | 
WITH WFAA-TY! | 


Meet “Miss Elaine,” of WFAA-TV’s Romper Room — 
soon to complete its first year for Safeway Stores (Dallas 
Division.) Crowds form early, stay late, when she makes 
one of her frequent personal appearances. And with the 
important role played by the younger set in today’s 
grocery shopping, here again is visual proof that adver- 
tisers do get big-time results with WFAA-TV! Why not 
put WFAA-TV to work for you? 


Call your 
PETRYMAN 
ae for availabilities, market data, and 
complete coverage information. 


CHANNEL 8—DALLAS 
YOUR NBC-ABC STATION 
Covering 564,080 Television Homes 
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LOOK BEHIND 


THE CALL LETTERS 


, for 


i Te — REAL 
- WwI-Tl!|} value! 


e 


= 


Local people can tell you more about WWJ-TV than all 














the charts, coverage figures, and slide rule computations at 


your command. 


To them, WW4J-TV always means good taste in programs 
and personalities. They'll tell you this is the station they turn 
to for exceptional news coverage, for stimulating excursions off 
the beaten path. They’ll cite the tremendous interest WWJ-TV 
takes in local affairs—how strongly it supports every worth- 
while civic project. In short, to its audience, WW J-TV is every- 
thing a truly great television station should be. 


So look behind the call letters. Get the solid exposure you 
need in the Detroit area, and the real value that WWJ-TV’s 
community acceptance adds to your advertising dollar. 


ASSOCIATE AM-FM STATION WWJ 





First in Michigan - owned & operated by The Detroit News 


National Representatives: Peters, Griffin, Woodward, Inc. 
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WFMY-TV 


holds the Greensboro 








50-county AREA spellbound... 





























Il city weighted composite TRENDEX report — April, 1956 


NIGHT-TIME— sets in use, 47.0 


DAY7TiME— sets in use, 18.1 
VERAGE 'TERAGE 
RATING SHARE 
WFEMY-TV 12.6 69.6 WFMY-TV 
second station 2.5 13.8 second station 
third station 0.7 3.9 third station 
fourth station 1.4 7.7 fourth station 
all others 0.9 5.0 all others 
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Our Pied Piper of The Piedmont rates the warmest welcome in 
these 11 key communities —as well as all the others — making 
up the rich Greensboro market-place! The weighted composite 
Trendex Report for April shows WFMY-TV's average daytime 
rating at an impressive 12.6! That's five times better 

than the next-best station! And night-time? A whopping 27.8 

— over three times the latter's average rating! 








IN FACT — according to the same Trenas WFEMY-TV 
produces a higher ¢ age daytime ond a highe 
average night-tim rating in thes cities than 
ALL of the region’s nine other static U ogeth er! 


Here's resounding evidence of how WFMY-TV's mighty 100,000 watts 

on Channel 2 has a boarding-house reach extending across 50 

North Carolina and Virginia counties. Glowing proof, too, that WFMY-TV's 
seven years of carefully-planned local originations and arresting CBS-TV 
programs make it the undisputed television favorite of the rich Piedmont. 


And what an area this Piedmont is! Alive with growing industry . . packed 
with nearly two-and-a-half billions of spending money . . thronging with 
more than two million customers . . and vibrant with selling opportunities! 


There's only ONE station that can deliver ALL of it for you. WFMY-TV, of 
course! Fal! in behind our Pied Piper's profitable footsteps and whistle 
yourself up a handsome share of its super-sales. Your Harrington, 

Righter and Parsons man knows the tune. Call him today! 





wfmy-tv 
CH Y Cate Z- —~\ 


GREENSBORO, N. C. 


Represented by 
Harrington, Righter & Parsons, Inc. 


* 





Now In Our 
New York — Chicago — San Francisco — Atlanta Seventh Yeer 
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the flour 


that grew... 
and grew.. 





If you like to trade recipes, here’s a tasty one, discovered by 
Martha White Mills of West Virginia. Very filling — particularly of 
this advertiser’s sales record. 


Back in 1954, the Martha White millers had distribution in 
WSAZ-TV’s fringe area. None, though, in Huntington-Charleston, 
southern Ohio, northeast Kentucky. A small announcement schedule 
on WSAZ-TV brought sales boosts for several wholesalers. 

“Hmm,” observed Martha White Mills. “‘A little works so well? 


A lot should do better!” So this company bought a regularly-scheduled 


half-hour show. First telecast alone produced nearly 1,000 unsolicited 
letters! 





The rest was, as the saying goes, a piece of cake. “Your station 
has been largely responsible for attracting several new wholesalers 
within your coverage area,” quoth Jack Broderick, Martha White 
president. And — to add the frosting — Martha White Mills added a 
distribution operation in Huntington to meet product demand. 


“Since then,” Mr. Broderick states, gleefully, “our flour business l 
in West Virginia has grown over 500% — and Martha White Cake t 
Mixes have increased over 1,000%.” | 
1 
l 
l 
| 
\ 
I 
1 
I 
| 
1 
! 
I 
1 
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1 
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1 
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That’s how it goes when you count on WSAZ-TV. Here’s the 


only station to wrap up these 100 golden counties in the Industrial 
Heart of America. 


Carries your message across a four billion dollar market with 
over half a million product-hungry TV families. 


If you want to see your dough rise, try the WSAZ-TV baker’s 
dozen. The nearest Katz office has a recipe for you. 









Huntington- 
Charleston, 
West Virginia 
CHANNEL 3 
Maximum Power 


MARTHA | 


Amuse @2™@®wstSe 8 8 @ 
also affiliated with Radio Stations WSAZ, 
WHITE Huntington & WGKV, Charleston 


Lawrence H. Rogers, Vice President and 

















eneral Manager, WSAZ, Inc. 
represented nationally by 
—?— The Katz Agency 


———— 


DBS LP SBOY ase ea 
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You Get 
Maximum 
Coverage 


JULY, 1956 
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4] SPOT FUTURE BRIGHT ~~ 
Fall promises steady growth | In 


of non-network television sales 


Southeast 


48 IS IT LIVE? 


The Pulse asks New Yorkers 
if they like live or filmed tv 


New England 


50 CRUSADE WITHOUT ARMOR 





WHAS-TV controls own telethon, 


turns local money to local uses 


52 SPORTING GOODS AND TOYS 


For rifles—or pogo sticks, 


tv demonstrations pep up sales 


54 SALES POP AT PETRI 


This vintner uses video 


to inaugurate its season 





Only With 
WJAR-TV 


NBIC 


Contact 
WEED 
Television 
or 


DEPARTMENTS 
7 Publisher’s Letter 87 Spot Report 
Repert to the readers Digest of national activity 
27 Tele-scope 97 Washington Memo CHANNEL 
What's ahead behind the scenes The allocations problem 
31 Business Barometer 103 Wall Street Report 
Veasuring the trends The financial picture 
35 Newsfront 109 Set Count 
The way it’s happening Market-by-market figures 
68 Network Schedule 109 New Stations 
The July line-up The openers’ openings ‘. PROVIDENCE, R. I. 
72 Film Sales 115 In the Picture 
The month’s contracts Portraits of people in the news 
82 On Film 118 In Camera 


Suppliers, service news 


The lighter side 
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ABC-TV 
Primary 





REPRESENTED 
BY 
FORJOE-TV, INC. 
New York 
Chicago 
IN NEW ENGLAND 


San Francisco 


Dallas 
Seattle 
Los Angeles 
Atlanta 

Philadelphia 














CBS -TV 
Supplementary 










CHANNEL 








MANCHESTER 





»>-NEW HAMPSHIRE 
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444. Madison Avenue, New York 22 


Bi-Weekly Announcement 


Congratulations on the announce- 
ment to the effect that your magazine 
is going bi-weekly. 

You have made a remarkable record 
with your publication and I know the 
new publication schedule will result in 
an even better service. 

MERLE JONES 
Executive Vice President 


CBS Television 


Heartiest congratulations on the new 
stepped up schedule for TELEVISION 
AGE and on the great progress you 
have made in your short life. By pub- 
lishing TELEVISION AGE every other 
Monday on a regular basis you will 
make it an even more valuable adjunct 
to those of us in the industry. 

I am looking forward with great 
interest to the Sept. 10 issue. Mean- 
while, best wishes for continued suc- 
cess. 

Sypney H. EIceEs 
Vice President in charge of press 
National Broadcasting Co. 


Congratulations on your announce- 
ment of the bi-weekly publication of 
TELEVISION AGE. Certainly you have 
done a terrific job with the magazine 
over the past three years. Actually it 
does not seem that long since we first 
talked of your getting started. 

Best of luck for the future as you 
have had in the past. 

FRANK MILLER 
Headley-Reed Co. 
New York City 


Congratulations to you and your 
staff. You should be very proud of 
your accomplishment in your three 
years of operation. 

Joun T. Murpuy 
Vice President-Television 
Crosley Broadcasting Corp. 


Happy to learn that you have de- 
cided to publish your good magazine 
twice a month, starting this Fall. This 
speaks well for your publication and it 
is a tribute to the growing stature of 
our industry. 

Very best wishes for your continu- 
ing success. 

Reusen R. KAUFMAN 
President 

Guild Films 

New York City 


My congratulations to you on your 
fine progress. 
MartTIN Cope. 
Publisher 
Television Digest 
Heartiest congratulations . . . you 
have been doing a fine job. 
Hat HoLMAN 
Hal Holman Co. 
Chicago 
Congratulations . . . you certainly 
deserve a great deal of credit for this 
venture and for making such a tre- 
mendous success of it. 
J. W. Wooprurr, Jr. 
President and General Manager 
WRBL-TV Columbus, Ga. 
Grow! Grow! Grow! . . . Congratu- 
lations. 
FRANKLIN C, SNYDER 
Vice President 
McCann-Erickson 
Cleveland 


Congratulations on your TELEVISION 
AGE becoming of age in the form of a 
bi-weekly. I am sure it will be a smash 
success. Keep up the good work. 

G. BENNETT LARSON 
President KTVT 
Salt Lake City 


We were happy to get the good news 

. that you plan publication every 

other week starting Sept. 10. Obviously 

this is an important step forward for 

you and the book. Fran joins me in 

every best wish for your continued 
success. 

Rate G. TucHMAN 

Harris-Tuchman Productions 


Hollywood 


(Continued on page 20) 














“| didn't KNOW 
+ was loaded! 


OAN R 
Time Buyer 
GREY ADVERTISING AGENCY 


“But I sure have 
learned that WNHC-TV is 
loaded—toaded right up to their 
coverage limits with inducements 
that attract a smart time buyer! 
The only VHF outlet in Southern 
New England's-$3 billion market, 
WNHC-TV was shown in a 
recent survey* to hold a 54% 
share of audience and 433 of 
514 quarter-hour firsts. Add to 
this WNHC-TV’s policy of cour- 
tesy announcements, paid news- 
paper ads and trade mailings and 
you've got a big gun in a big 
market.” 

*ARB 9-county survey, 
January 1956 


WNHHG-TV 


channel 8 
COVERS CONNECTICUT COMPLETELY 
948,702 TV Homes: 316,000 Watts 
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We were tempted to shout: 


—to point 





~to announce (7 


But modesty 













Mattel, 


with pride: Mickey 


—to excitedly blurt: 





(thank goodness) prevailed. All we'l 


© Walt Disney Productions 
*Burp ts a trademark of Mattel, Inc; 
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Inc., Burp Gun scores bull’s-eye on Mickey Mouse Club! 





Mouse Club proves biggest gun in Mattel, Inc., arsenal! 











say is this: 





Mattel, Inc., introduced its toy Burp Gun in March 
55... and it sold steadily. Then, in October, Mattel 
put the toy on ABC-TV’s Mickey Mouse Club. 

By November 1, normally the last minute for 
Christmas reordering, the Burp Gun had been shown 
on the Club just four times. At the end of November, 
retailer reorders were still swamping Mattel. By 
December 15, Mattel had sold almost a million Burp 


Guns—just about a cool 4 million dollars’ worth! 


Mattel, Inc., hits its target with Mickey Mouse Club! 


Club moves 900,000 to shell out for Mattel, Inc., toy! 


Mattel, Inc., finds Mickey Mouse Club hot as a pistol! 


Mattel’s product and timing were right. So was its 
choice of the Mickey Mouse Club... the program 
that reaches more homes and viewers than any other 
daytime program, more kids than any program 
(except Disneyland), more adults than all but 8 of 
the 25 top adult daytime programs. And it reaches 
them at a cost per thousand of 68 cents per commercial 
minute — less than any other show, day or night. As 


Mattel, Inc., will tell you, this show is a buy! 


ABC TELEVISION NETWORK 
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Meeting place a, 
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of.show business 


Two of the finest hotels in New 
York are just “around the corner” 
from CBS, Dumont or NBC. 
Beautifully decorated rooms 
and suites for permanent 
or transient residence. 
Ideal headquarters. 


HOTEL 


(Berkshire 


is MADISON AT 52ND 
f : Barberry Room 
: Where the celebrities 
‘ go after theatre (Jal) 
() 
rns 
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Letters (Continued jrom page 17) 


County Figures by ARF 


. in the May 1956 . . . TELEVISION 
AGE Spot Report the introductory text 
states that TV AGE is publishing . . . the 
complete county-by-county tv set re- 
port of the United States Bureau of 
the Census for the Advertising Re- 
search Foundation. 

The attribution of the county figures 
to the Bureau of the Census is unfor- 
tunate and incorrect. The Advertising 
Research Foundation in _ presenting 
these figures initially points out on 
page 2 that the survey conducted by the 
Bureau of the Census was done in 230 
primary sampling units comprising 
453 counties. They state also that they 
calculated the estimates contained in 
this report, using the Census Bureau 
material, as well as material from other 
sources. The appendix to their report. 
beginning on page 93, outlines in de- 
tail how the estimates were prepared 
and indicates also the relative standard 
errors to these estimates. On page | of 
the report they make it clear that the 
county estimates were prepared by the 
Advertising Research Foundation and 
that they would not have been possible 
without the cooperation of the Bureau 
of the Census which made available 
certain special tabulations. The state- 
ment goes on to indicate that the Bu- 
reau of the Census assumes no re- 
sponsibility with respect to the utiliza- 
tion of the data or the methods 
employed in the report. Therefore, the 
Census Bureau has no responsibility 
for these county estimates. . . . 

Rosert W. Burcess 
Director 
Bureau of the Census 


Note: tv AcE editors had no intention of 
misleading its readers. An 18 pt headline 
above the material quoted by Mr. Burgess 
states that the listing was the “ARF County- 
by-County Report of Tv Households, June, 
1955.” 


Numbered Spot items 


It has just occurred to me that it 
would be a most convenient feature of 
your TELEVISION AGE Spot Report 
News Letter if each of the items was 
numbered in sequence. 

The obvious advantage of this would 
be (1) the time saving accomplished 
by simply referring to item 1 or item 
10 in the May 18th issue instead of 


(Continued on page 22) 


1h 


TALENT SCOUTING? 


Look no further. The 
talent’s on WMBR-TV, 
reaching 374,000 homes 
with the highest rated 
shows, national and 
local. 


WMBR-TV 


Jacksonville, Fla. 
Basic CBS 
Channel 4 
CBS Television Spot Sales 
Operated by The Washington Post 


Broadcast Division 








it’s all new... 


desi gned to serve you! 

















San Antonio’s 


most G stations 


What requirements must a station have to serve 
you? KENS, now located in its new, modern, 
fully equipped building, can give you any tele- 
vision and radio service being offered any- 
where — two gigantic studios with complete 
facilities, network quality montages, ‘‘supers”’, 


KENS:TV 


EXPRESS-NEWS STATION 


split screens, vertical and horizontal wipes (in 
fact, anything being done in television today) 
offering the finest services available to KENS 
and KENS-TV advertisers. 











CBS IN SAN ANTONIO 
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“BABY 


SPECTACULARS” 
Open for AA Spots! 


1 MINUTE SPOTS 
AVAILABLE) 


“Baby Spectaculars?” — 


why, they're first run, big-name 
feature films on KCRA-TV that 
substitute for George Gobel and 
“Medic” on “Spectacular” nights. 


NBC’s Spectaculars are seen live 
on the Pacific Coast, 3 hours 
earlier than New York time. 
Class AA participations are open 
once-a-month from 7:30-9 p.m. 
Sundays, 8-9:30 p.m. Mondays 
and 9-10:30 p.m. Saturdays. 












“Baby Spectaculars” feature full- 
length films from the complete 
new Screen Gems-Columbia 
package. Bing Crosby, Hum- 
phrey Bogart and Ingrid Berg- 
man are among the many 
known-name stars. Your Petry 
man knows all about these 
‘**Babies.”’ 


KCRA:TV 


CHANNEL 3 


SACRAMENTO, CALIFORNIA 
100,000 Watts Maximum Power 


fe arriviare 


represented by Edward Petry & Co. 


BASIC 
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Letters (Continued from page 20) 


having to go into detail as to content 
of the particular item under discussion. 
(2) The reference to a numbered item 
between, for example, a station and its 
representative firm perhaps in New 
York or Chicago. 

Just thought I would pass this along 
for what it was worth as I wanted to 
refer our New York rep to certain de- 
velopments on certain accounts and at 
this point have to go into something 
of a description of the item in which 
we're interested instead of merely be- 
ing able to say check item number 3 
in your issue of May 18 and so forth. 


Cuar.es E. Bey 
Director of National Sales 
WSPA-TV 

Spartanburg, S.C. 


Note: Mr. Bell’s thoughtful suggestion is 
being considered by the editors. 


I would appreciate it if you would 
send me two extra copies of your TV 


AGE Spot Report each time it is re- 
leased. 
Larry H. IsRaeEL 
Vice President and General Manager 
WENS Pittsburgh 
Re-Subscribers 
Please enter our subscription to 
TELEVISION AGE to start immediately. 
I subscribed to it in the East when I 
was director of radio and tv for Heve- 
nor Adv. Agency in Albany. Here I 
handle press, radio & tv. 
Mrs. MABEL PERRYMAN 
California Teachers Assn. 
San Francisco, Calif. 
Cohen Profile 
. . . have handled the quotes excel- 
lently. Thanks. .. . 
Harry B. CoHEN 
Harry B. Cohen Adv. Co. 


. . . | think the job you did on the 
article was very good, and from my 
around the office, I 
gather everyone is very much pleased. 


conversations 


ELIZABETH BLACK 
Harry B. Cohen Adv. Co. 


(Continued on page 24) 






We're a'luring 


Who would you confide in if you knew that more than ( 


half of Michigan’s 9,000,000 money-spending 


vacationers were going to choose your area for their 
annual vacation? To whom would you pass on the 
information that they'll stay in the area for an aver- 
age of 12.3 days . . . spend an average of $286.00, 

. and that 72% admit they‘re 


per porty of three . . 
influenced by advertising? We knew all kinds of 


statistical facts of this type and, frankly, didn’t feel 


right about keeping it all to ourselves. So, we 
tossed the line to WEED Television and 
suggested they use it as a “lure”. If you fancy 
yourself as a fisherman, this is one big one that 


needn't get away. Sidle up to any angler at WEED and 


Nothing fishy about it, 


x 





F 
ask about the ONE Television station that serves i 
the MOST of Michigan's fabulous year- eae) 
round playground. AS Z 
' a 
CBS-ABC Nat'l Reps. Ax, 
Channel 13 WEED TV 





SPARTON BROADCASTING CO., Cadillac, Mich. 




















WE'RE JUST ORDINARY FOLKS... 


And that’s what makes us so special 


Right here in Muncie, Indiana is a refreshing That’s why WLBC-TV is the community station 
important slice of Americana. The people in and Muncie is the perfect community for your 
Muncie are part of the center grain of the nation next test campaign. 

— citizens of Middletown, U. S. A. Their tastes 

are America’s. There is one important difference, 

however. In Muncie viewers watch TV more than 

they do in any other market in the UV. S. 


They watch and respond to the programming on 
WLBC-TV — because WLBC-TV is their good 


neighbor and is geared to their good tastes. 
The nation’s test 














How that Floyd 
“carries on’! 
... across 3 


state lines 


With Floyd's 
KELO tower in Sioux Falls 
up to 1,032 ft., there’s no 


Joe new 


stopping him. 
Now KELO-TV beams a 
picture that reaches a wider 
than 


Minnesota, 


market in So. 
Dakota, 


Iowa. 


ever 


and 


Add = Joe’s___ neighboring 
KDLO-TV, micro-linked to 
KELO-TV, and you blanket 
the rich 3-state money belt. 


JOE FLOYD, President 
Evans Nord, Gen. Mgr. 


Larry Bentson, V.P. 
NBC PRIMARY 





represented by H-R TELEVISION 
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Letters (Continued from page 22) 


Pillsbury 


... the Pillsbury story . . . was ex- 
tremely well done. 

Leo BuRNETT 

Leo Burnett Co. 


Chicago 


Source Book 


I have been requested to make a 
speech before the Lexington, Ky., ad- 
vertising club on “How a Small Busi- 
ness Can Successfully Use Television 
Advertising.” if you have any 
material which might be helpful I 
would appreciate your sending it to 


me. 
WiLtiAM SHAW KNappP 
Radio & Television Director 
Farson, Huff & Northlich, Adv. 
Cincinnati, Ohio 
Note: The tv ace Product Group series 


takes up the case histories of many small 
businesses which are using television success- 
fully. A number of these articles were sent to 
Mr. Knapp. 


Public Service Reports 


We feel that TELEVISION AGE’s pro- 
posed quarterly reports on the extent 
and nature of public service program- 
ming throughout the industry will be 
of great value in presenting a truer 
picture of the situation than has here- 
tofore been available. 

CLaup MANN 
Program Service Manager 
KsBW Salinas-Monterey 


Intense Interest 


We found intense interest in your 
overall article on Soft Drink Distribu- 
tors use of television advertising. 

MIKE MICHAEL 
Editor-Manager 
Mid-Continent Bottler 
Kansas City, Mo. 


Likes Program Chart 


Each month I receive a copy of the 
TELEVISION AGE Network Program 
Chart which I find very useful. Would 
it be possible for you to send us five 
or six additional copies each month so 
that all of our men would be supplied? 


Joun A. Cory 
Vice President 
Peters, Griffin, Woodward, Inc. 
Chicago 1, Ill. 





~WREX-TV 


)) on TOP 


157 to 11! 


WREX-TV 
leads in % 
hour periods 
from 6:00 P.M. 
to midnite 


All 48 of the top 48 


once-a-week shows are on 
WREX-TV! 


57 of the top 59 


once-a-week shows are on 
WREX-TV! 


AIL 15 of the top 15 


multi-weekly shows are on 
WREX-TV! 


Facts from the April 1956 ARB 
Survey prove conclusively that 
WREX-TV continues to grow in 
favor with the ever increasing 
number of viewers in this 10 
county billion dollar market! 


WREX-TV 


ROCKFORD - ILLINOIS 


channel 13 


CBS * ABC 
AFFILIATIONS 


represented by 
e H-R TELEVISION, INC. » 
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Throckmorton set out on a wizard safari, He was armed for the works, from titmouse to rhino— 
With more bloody kit than his porters could carry. How he hoped to get gun and game matched, damifino. 


3. For they’re still busy sortin’ out Mr. Throckmorton, 
Who discovered the choice of the RIGHT ONE too thwartin’. 








You're loaded right for the 
Dayton market, when you take 
aim with Dayton’s biggest 
caliber station — WHIO-TV. 











When You’re Hunting Dayton Area Sales 


r= = = = 
= = = 
a 


THE SHOW MUST GO ON ! whio-tv! 


—ecee==4 





It’s a happy hunting ground, the Dayton area—with 593,200 families in our 
micro-volt contour glued to 511,310 TV sets (an 86.1% saturation figure!) 
That’s one of the hottest percentages in the nation! Let National Ivory 
Hunter, G. P. Hollingbery give you the facts and figures on Dayton and the 
rich Miami Valley—a market dominated* by Dayton’s first and favorite 
station—WHIO-TV. 


*A.R.B. report for May—WHIO-TV had 
9 OUT OF THE 10 TOP SHOWS! 


One of America’s 
great area stations 


CHANNEL #@ DAYTON, OHIO 











io 










= its news staff and facilities are 
identical to those of award-winning WHO Radio, 
WHO-TV can claim news coverage that’s matched by 






few television stations, anywhere. 


Our News Bureau is headed up by Jack Shelley, 


one of the industry’s top newsmen and winner of 














WHO-TV 
WHO-TV 
WHO-TV 
News WHILE WHO-Tv 
WHO-TV 
It’s Happening! (GWHo-Ty 
5 pp a ° ’>WHO-TV 
WHO-TV 
“WHO-TV 
WHO-TV 
WHO-TV> 
\WHO-TV 
’ WHO-TV | 
\WHO-TV 4” 
| “WHO-TV 
many radio-television citations. His staff includes a WHO-TV 
11 full-time news specialists—each with a degree WHO -TV 
in journalism and many years’ experience—and WHO-TV 
all trained to take on-the-spot pictures, stills and WHO-TV 
movies. In addition, WHO-TV calls on 85 “local” WHO-TV 
correspondents for supplementary coverage 
throughout Iowa. WHO-TV 
WHO-TV news facilities include two AP, two UP WHO -TV 
and two INS wires—plus direct, 24-hour teletype WHO-TV 
circuit from Des Moines Weather Bureau. WHO -TV 
Unexcelled news coverage is only one of many reasons WHO -TV 
why WHO-TV is one of Iowa’s top advertising WHO-TV 
values. Let Peters, Griffin, Woodward, Inc. 
tell you about the others. WHO “TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
Channel 13 - Des Moines 
Col. B. J. Palmer, President 
© P. A. Loyet, Resident Manager g8 
Peters, Griffin, Woodward, Inc. 
National Representatives Affiliate 
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Hottest Spot Areas 

While advertisers obviously spend their spot appropria- 
tions in the markets that provide the best chances to make 
sales, the correlation is not exact on a region-for-region 
basis. The Pacific, middle Atlantic and east north central 
states rank in that order as the top areas for personal an- 
nual income. But, as the top three regions for spot busi- 
ness in the last six months, they rank in the following 
order: middle Atlantic, first; east north central, second, 
and Pacific, third, according to a TvB study, reported 
exclusively in this issue of TV AGE (see story, page 87). 


Ohio Oil Planning for ‘57 

Ohio Oil Co., through N. W. Ayer & Son, Inc., N. Y., 
is already looking into its ad plans for 1957. The com- 
pany is committed through the end of the year to Ziv’s 
Man Called X once a week in 13 midwestern markets (see 
February Spot Report). The oil firm is considering sports 
shows such as regional college and professional basketball 
and Little League baseball. If nothing materializes in this 
direction, Ohio might go in for another half-hour film 
series. William Millar is the timebuyer. 


Ward Ups Spot Budget 

Informed sources reveal that Montgomery Ward won't 
sponsor any network television this year. The company 
will continue its spot activity and, in fact, will increase its 
spot budget for the second half of 1956, In the first six 
months of this year, Ward had spot schedules in about 
70 markets, spending some $375,000. For the latter half 
of 1956, the company will not add any new markets but 
it will boost activity in its present lineup. 


Multiple Showing of Films 

The multiple-showing concept of feature films appears 
headed for widespread use with the present flood of Hol- 
lywood movies now available for tv. watv New York, 
independent that pioneered in use of feature film and last 
month paid NTA a whopping $500,000 for 52 20th Cen- 
tury Fox films, will program by multiple showings. Irving 
R. Rosenhaus, waTv president, who says he expects to 
reach 60 to 90 per cent of the total audience with each 
film, believes multiple showings are the most effective way 
to present top rated features. 


Goodman & Sons Agency 

A. Goodman & Sons, Inc., makers of noodles, spaghetti, 
dehydrated soups and matzah products, has just appointed 
Doyle Dane Bernbach, Inc., N. Y., to handle its advertis- 
ing. There will be activity, first in Philadelphia, and later 
on in New York. The company’s distribution areas are 
on the east and west coasts but it is still too early to know 
what course Goodman’s advertising will take in these 
regions. Jean Simpson is the timebuyer. 


Researchers in Demand 

Current emphasis on research by most agencies under- 
stood to have created a virtual shortage of trained, com- 
petent researchers. And part of the research assignment- 
load pertains to tv, of course. Agencies, trying to refine 
all aspects of tv advertising-merchandising, are asking 
their research departments to find the “whys” behind both 
the hits and the misses. 


National Brewing Buys 

More sales are in the offing for Stage 7, the Television 
Programs of America half-hour film anthology. National 
Brewing Co., which co-sponsors film shows in some 50 
markets, bought the TPA series to replace expired pro- 
grams in Richmond, Norfolk, Montgomery, Lancaster, 
Orlando and Greenville. National will buy Stage 7 in some 
of its other markets as soon as current runs are over. 
W. B. Doner & Co., Baltimore is the agency, Don Leonard, 
the timebuyer. 


Tv Tape for Convention 

Ampex may be able to deliver to CBS-TV one of its 
anxiously awaited tv tape recorders in time for the second 
political convention (Republican in San Francisco Aug. 
20). But network official doesn’t think one will have much 
effect. CBS-TV has 12 on order for its own use, excluding 
oXo stations, 


Headlines Probe Product 

Consensus of opinion among tv film men seems to be 
that the three inquiries into network practices currently 
going on in Washington—Barrow Study group of the 
FCC; Senate Interstate and Foreign Commerce Com- 
mittee, and the Celler Committee—will bring nothing but 
headlines for the investigators and the networks. In an 
election year, that has obvious political value. Any changes 
that eventually may be brought about can result, say the 
film men, only via the FCC’s long-awaited allocations 
shuffle or the Department of Justice investigation, the only 
one not being tried in the press. 


Soft Sell for Tea 
The Tea Council of the U. S. A. has changed its adver- 


tising policy on the basis of tests recently conducted by 
Dr. Ernest Dichter of the Motivational Research Institute. 
Iced tea, Dr. Dichter found, has a unique set of virtues 
including association with pleasant weather. outdoor sports 
and the like. In accordance with that idea the Tea Council 
television spots will be switched from hard selling, ani- 
mated jingle to the soft sell of a homey simple film com- 
mercial stressing the thought: “Why don’t we have iced 
tea more often?” The principal part of the Tea Council’s 
$1 million advertising budget will go into television spots 
which will be placed in nighttime viewing periods. 
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Famous on the local scene... 


Wherever he lived he served his neighbors well 


...and his neighbors sent Abraham Lincoln to the White House. 


The national recognition that has been accorded Storer —_ 


stations was first achieved by serving their neighbors well. a \ a. ¢ 


A Storer station is a local station. 








WSPD-TV WJW-TV WJBK-TV WAGA-TV WBRC-TY » KPTV WGBS-TV 


Toledo, Ohio Cleveland, Ohio Detroit, Mich. Atlanta, Ga. Birmingham, Alc. Portland, Ore. Miami, Flo. 


WSPD WJW WJBK WAGA WBRC WWVA WGBS 


Toledo, Ohio Cleveland, Ohio Detroit, Mich Atlanta, Ga. Birmingham, Aia Wheeling, W.Va. Miami, Fla. 








yet known throughout the nation. 























we 


#4. 





vice-president and national sales director} 


118 East 57th Street, New York 22 © M Hill 8- 
BOB WOOD—Tational sales manager as reet, New York 22 urray Hill 8-8630 


SALES OFFICES < 
LEW JOHNSON— midwest sales manager ® 230 North Michigan Avenue, Chicago 1 ® Franklin 2-6498 


GAYLE GRUBB—vice-president and Pacific coast sales manager ® 111 Sutter Street, San Francisco @ Sutter 1-8689 





tell it to the marines on anneal 


after 6 p. m.* 155% more viewers than 
the closest competitor in an area including the 
nation’s giant Marine bases—Camp Lejeune and 
Cherry Point—a bonus market of 59,600 Marines! 


before 6 p. m.* 246% more viewers than 
the second station. Tens of thousands of Marines 
and their families aren‘t included in the census, 
but they count in listener coverage and in strong 
purchasing power. 





anytime* WITN is the only TV station with 
grade “A” service to either or both big bases 
in North Carolina. Add NBC programming, local 
programs beamed to Marines, and you'll see why 
WITN is by far the preferred station of the 
important Washington-Greenville market. 


* two recent ARB surveys show more than 80% 
television saturation in WITN-Marine -land. 





serving eastern north carolina/transmitter at grifton, n. c./studios & offices at washington, n. C. 
919 foot tower/316,000 watts/over 150,000 sets in the market/headley-reed co. rep. 
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Business barometer 





Television billings began an inevitable adjustment in April. All three categories 
Showed a levelling-off tendency after the continued business increases 
which have been reported throughout the fall and winter seasons. 








The monthly Business Barometer reports show that local billings increased 0.9 per 
cent in April over March, national spot dropped off -—3.0 per cent and 
network also declined with a -4.0 per cent drop. 





This is the first month since June 1955 in which the overall trend of television 
billings has been down as compared with the previous month. An end to this 








LOCAL SPOT NETWORK 


comparing April billings with March: +0.9 —3.0 —4.0 


Mar. April May June July Aug. Sept. Oct. Nov. Dec. Jan. Feb. Mar. April 
] ] ] ] +110 


+105 
+-100 
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Copyright 1956, TELEVISION AGE. Points indicated are above Oct., 1953, base month for chart 


remarkable run of billings increases was inevitable, and its arrival in 
April was to be expected. 


Last year April was a month of overall increases in billings strength, although the 
gains in both local and national spot were notably slight and the decrease 
in network billings was greater than both combined. 





In 1955 local business in April was up 1.7 per cent above March, national spot was 
up 0.5 per cent and network was off -—2.7 per cent. 





A year earlier, in 1954, the trend in April was similar, with the exception that 
there was considerably more strength in local. In 1954 the Business 
Barometer for April showed an increase in local of 7.5 per cent. National 
spot was up 0.5 per cent and network was off -—2.4 per cent. 





A glance at the chart will indicate the pattern of uncertainty which existed in the 
May report in 1955. Last year May showed gains in all three categories with 
local up 2.9 per cent, national spot up 3.8 per cent and network up 3.3 per 
cent. 
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| Business barometer. ..win- 





In 1954 May was also a month of increases over the previous 50 days. Then local was 
up 2.35 per cent, national spot increased 6.7 per cent and network gained 
4.7 per cent. 





If the patterns of these two years may be taken as precedent, the report for May 
1956, which will be published in the August issue of TELEVISION AGE, may be 
expected to show increases in all categories. 





However, 1956 has been an unusual year, and the month-after-month strength of all 
divisions may have reached a turning point in April. Instead of the usual 
May strength and June and July turndowns this year, the decline may extend 
from April through the four-month period. 





In all fairness it must be pointed out that even if this happens, television will 
Still have had a record growing period beginning at the end of July 1955 
and extending through March 1956. 





A comparison of the month of April 1956 with the same month in 1955 shows that 
local business is 23.7 per cent ahead of its record at that time, national 
spot is 59.4 per cent above the mark then and network is 32.8 per cent 
over. 











It must be remembered that these figures apply to the overall billings of the 
industry as a whole and should not be compared to individual stations. 





LOCAL SPOT NETWORK 


increase fromApril195S5toApril1956: +§9.4) |+32.8 


By station classification, the April Business Barometer survey indicates that among 
the smallest stations, those with annual billings under $500,000, business 
in all three categories was above the national average. These small 
Stations had particularly good business in local with the average percent- 
age several points above the U. S. mean. 





Next larger stations, those with billings between $500,000 and $1 million a year, 
Showed considerable strength in local but weakness in both national spot 
and network. 





Stations with billings between $1 and $2 million reported a very good month for 
local business but weakness in both national spot and network. 





Cutlets with billings from $2 to $3.5 million were generally near the national 
average in all departments with slightly more strength in network ‘and 
national spot than smaller stations. On the other hand local billings 
among this group were slightly softer than the average. 





With this issue TV AGE is publishing its 3lst monthly Business Barometer report. 
Stations cooperating in sending in their figures each month to Dun & Brad- 
street continue to represent a scientifically prepared sample of the 
industry. 





Significantly, reports of stations for this issue show the highest percentage of 
responses from those polled of any of the monthly surveys in the 3l-month 
history of the Business Barometer. 





Each month the Business Barometer is prepared by The Editors of TV AGE from the 
percentages furnished, in turn, by Dun & Bradstreet. 
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TO REACH SHREVEPORT’S BIGGEST AUDIENCE™ 
-**PUT IT OVER 


KSLA-TV 













28 THE 30 SHOWS 
TOP 
% of the night- 
time audience 
19% of the weekly 
morning audience 
§4% of the weekly 
afternoon audience 





oe Above Sea Level \ \ 
\ 








TALLEST TOWER — ; 











louisiana’, 











KSLA-TV LEADS in 143 out of 168 nighttime quarter hours. 
Leads in 82 out of 100 weekly morning quarter hours. LAS 
Leads in 94 out of 120 weekly afternoon quarter hours. Prag * 
First in locally-produced studio shows / Paws 
KSLA-TVY, Shreveport’s first television station, is now in its third (es (Yo 
year. Gives ful! power coverage of over 165,000 TV sets. Combined ee Aaa 
with the powerful audience leadership reported by ARB, you are sure e 
to “win the most sets” when you buy KSLA-TV. Call your LER 
\ 
FULL Nie tos tie COVERAGE 


Raymer man today. 
*Based on ARB SURVEY OF TELEVISION VIEWING — WEEK OF MARCH 8-14, 1956 
| 


KS Al? 


FIRST IN SHREVEPORT, LOUISIANA 


National Representative 

















CBS-TY BASIC 

PAUL H. RAYMER COMPANY, INC. 

NEW YORK * ATLANTA * DETROIT + SAN FRANCISCO * HOLLYWOOD * DALLAS * CHICAGO 
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New and Improved Facilities— 








to Deliver the Goods Even Better 


Despite our move to larger offices just several years ago, meeting the mushrooming re- 
quirements of station representation has made this further expansion necessary. 


It’s symbolic of what is happening to the representation of radio and television stations, 
which is fast entering a new era of specialized services. It is as radically different from 
what it used to be as the industrial techniques of today are to man working alone. 


It is only logical that the Petry Company pioneered this new era. We were present at 
the birth of National Spot Radio—as the first exclusive national station representative. 
National Spot was chaotic at the time. The Petry Company pioneered in transforming 
the chaos into the great medium National Spot Advertising is today. 


So, in addition to welcoming the increased space and more comfortable working conditions, 
we hope our move will be another important stride forward toward making National Spot 
Advertising even a more powerful medium than it is today. 


EDWARD PETRY & CO., ine. 


THE ORIGINAL STATION REPRESENTATIVE 
NEW YORK + CHICAGO «+ ATLANTA «+ DETROIT « LOS ANGELES + SAN FRANCISCO « ST. LOUIS 
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SPOT INCREASE FORECAST. Based 
on a rising interest from new adver- 
tisers and a high renewal rate among 
those already using the medium, an 
increase of 25 per cent in spot tv 
billings for the fall was forecast by 
Norman E. Cash, vice president of the 
Television Bureau of Advertising. This 
figure, Cash pointed out, reflects an 
increase over the similar period of last 
year. 

Recently returned from an extended 
swing around the country visiting some 
of the “off-the-beaten-advertising-and- 
sales paths.” Cash stated that though 
television’s sales power is on the up- 
surge, generally, it still “must be better 
told and wider sold.” In this respect, 
he noted that the Bureau’s expanded 
activities has enabled TvB to service a 
considerable number of markets of 
varying sizes and sales potentialities. 

“In addition to the New York, Chi- 
cago, Los Angeles and San Francisco 
advertisers and agencies, the Bureau’s 
sales staff contacts approximately 30 
grass-roots agencies and advertisers 
weekly,” Cash stated. “An indication 
of the effectiveness of this missionary 
work is the number of requests for 
service emanating from such markets 
as Kansas City, Tulsa, South Bend, 
Rockford and Louisville. 

“To implement TvB’s increasingly 
productive efforts in this new area of 
the Bureau’s activities, our member- 
ship must be substantially increased. 
The job that must—and will—be done 
by TvB’s Client Service coverage of 
advertisers and agencies with regional 
distribution patterns and limited budg- 
ets is vital to the health of all tele- 
vision. It requires greater resources to 
initiate original research and sustain 
concentrated sales, and to this end we 
are planning a new million-dollar 
membership drive. 

“If the untapped well of income to 
tv stations and results from advertisers 
in these areas are to be realized to 
their fullest potential, the research and 
sales effectiveness of the Bureau must 
be more widely supported,” Cash said. 


EARLY ORDER PLACEMENT. Cash 
said that the Bureau is emphasizing to 





NORMAN E. CASH 
. spot up 25 per cent... 


regional and local advertisers the need 
for early placement of orders to secure 
good clearances, the effectiveness of 
live commercials, the merchandising 
and exploitation facets of tv and the 
certain appearance of color by early 
°57. He noted several instances of ad- 
vertisers who are sending out avail- 
ability requests in early June for a 
September campaign. 

“The regional advertiser, increas- 
ingly aware of the selling power of 
television and its tailor-made coverage 
adaptations, is planning his campaign 





Brig. Gen. David Sarnoff (r.), RCA 
board chairman, and Frank M. Fol- 
som, RCA president, with their new 
$495 color set. 


well in advance,” he reported. “A good 
instance of this may be noted among 
the cold-remedy manufacturers, many 
of whom have already placed their 
orders for an early fall start.” 
Speaking of TvB’s wide-screen Cello- 
matic presentation, which 
claimed by agencies and advertisers 
at its New York showing in May, he 
said: “The presentation has also played 
Detroit and is scheduled for Los An- 
geles and San Francisco in early July. 
The slide version of ‘Focusing Tv’s 
Spotlight’ is ready for distribution to 
all members, at our out-of-pocket cost. 


was ac- 


“We've been amazed—and no little 
flattered—at the reception among ad- 
vertisers and agencies of our presenta- 
tion. But what is most gratifying to us 
is the tremendous interest in television 
that it generates. This new information 
on the scope and effectiveness of tv, 
documented by the Bureau’s research, 
we feel has been a great stimulant in 


9 


all markets.’ 


COLOR UNDER $500. Ever since 
color tv first became a reality, adver- 
tisers, agencies and networks have had 
but one clamor: What this country 
needs is a good (and reasonable) color 
set. Well, if color tv doesn’t become a 
household fact this year, it won’t be 
for the lack of a good set, nor the ab- 
sence of reasonable prices. 

Most manufacturers, aware that this 
year color sets will be entering living 
rooms at an unprecedented rate, are 
making their bids for a share of the 
market. A majority of set makers are 
marketing—or will market by fall— 
sets selling for $500 or less. 

RCA, with a tremendous stake in 
both the manufacturing and network 
ends of the business, still leads with a 
color set that will sell for $495. Other 
set makers are matching this price. 
General Electric is making its bow into 
color with its lowest price set match- 
ing RCA’s $495. Admiral has an- 
nounced a set for $499.95. Other major 
manufacturers like Westinghouse and 
Sylvania have indicated their sets will 
be priced competitively. 

Another portent of color tv’s arrival 


(Continued on page 37) 
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ORE AUDIENCE* THAN 


ANY STATION IN MILWAUKEE 
..eee THATS WHAT 


WNBF-TV, BINGHAMTON, N.Y. 
DELIVERS DAY AND NIGHT 
SEVEN DAYS A WEEK—AT 


LOWER COST PER 1000. 
YOUR BLAIR-TV MAN HAS — 
THE EVIDENCE FOR YOU. 


* Also more audience than any 








A_ TRIANGLE STATION 


station in Baltimore, Houston, Whe we eS $ = z VW 





Minneapolis-St. Paul and other 
mcjor markets; at lower cost than 
every station in eight of the ten 


mojor markets. © Channel 12 
Telepulse, December, 1955. 


BINGHAMTON, NEW YORK 


NBC-TV ¢ ABC-TV 


Operated by: Radio and Television Div. / Triangle Publications, Inc. / 46th & Market Sts., Philadelphia 39, Pa. 


WFIL-AM-FM-TV, Philadelphia, Pa./ WNBF-AM-TV, Binghamton, N.Y./ WHGB-AM, Harrisburg, Pa./ WFBG-AM-TV, Altoona, Pa. 
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Newsfront 


(Continued from page 35) 


is the dwindling number of set manu- 
facturers who still think the color mar- 
ket is premature. Among these are 
CBS-Columbia (whose set making 
future is uncertain) and Crosley. A 
spokesman for Crosley said the firm is 
working on a set and keeping up with 
developments, but that there are no 
immediate marketing plans. CBS-Co- 
lumbia’s early experiments in color 
receivers were disappointing. 


SOME HESITANCY. While every 
manufacturer wants a share of the 
market, there is a note of hesitancy. 
As well established a set maker as 
Emerson Radio & Phonograph Corp. 
has re-appraised the color situation and 
has cutback output. An earlier predic- 
tion by Benjamin Abrams, president 
of Emerson, that his firm would pro- 
duce 20-25,000 color sets, or about 5 
per cent of an anticipated industry out- 
put of 500,000, has been revised down- 
ward because of the price battle. Mr. 
Abrams says his company can't afford 
to sell a color set at $495 because it is 
already losing $100 on its $794 model. 
The latter is a 21” consolette. Emerson 
also has a-21” full-door console for 
$894. And recently announced a 21” 
set for $678. 

The fall color lines are newly de- 
signed to offer more simplicity of tun- 
ing. Most are offered in vhf or uhf. 


THE RCA LINE. RCA’s color line fea- 
tures 10 21” models, priced from $495 
to $850 (as compared to last year’s 
$695 to $995). The $495 set, the Ald- 
rich, is a table model and has a view- 
able picture area of 254 square inches 
(the same for all models). In addition 
to the Aldrich, the RCA line includes 
two consolettes and seven consoles. 

Robert A. Seidel, RCA executive 
vice president for consumer products, 
has reaffirmed the earlier prediction 
that his firm will produce and sell up- 
wards of 200,000 color units this year. 
He also declares that industry produc- 
tion will not exceed 900,000 units and 
color sets will be in short supply by 
Christmas. Mr. Seidel says RCA’s $495 
set is priced to make a profit. 

General Electric is making its initial 
entry into color tv with three 21” 
models—prices starting at $495 for a 
mahogany table model. The other two 





ABC-TV plans its convention coverage. Here (|. to r.) newsmen Littlejohn, Coe, 
Daly and Velotta iron out details. 


series are open-face consoles. 

Admiral’s color line also starts with 
a 21” table model which will sell for 
$499.95. 

DuMont is placing three 21” color 
models on the market. The Putnam, an 
open-face console, will sell for $750, 
and the Sheffield and the Flanders, 
both full-door consoles, will retail for 
$850. DuMont'is very active in color 
research and word may be forthcoming 
shortly on a new development, possibly 
in the tube line. A unique feature of 
the Putnam is a program selector clock 
which can turn the set 
determined times. 


on at pre- 


SIX WESTINGHOUSE MODELS. 
Westinghouse is making a splash in 
color this fall with six new models— 
four table and two console receivers. 
The new line features a 22” all-glass 
color tube, as opposed to the metal 
tube used extensively at present. Prices 
have not yet been set, but a spokesman 
said they would be competitive. 

Another major manufacturer, Phil- 
co, is cutting the prices of its models 
so that they will meet the competition. 
Philco has been marketing two models 
that sell for $795 and $895. Motorola 
and Sylvania also will be competing 
this fall for the color set buyer. 

Olympic Radio and Television Inc. 
will market three 21” color models. 
The table model will sell for $495 and 
$515; the console for $595 and $615, 
and a color combination for $695 and 
$715. The mahogany cabinet sells for 
less than the blonde cabinet. 


also 


Roebuck 


have announced color models. Trav-ler 


Trav-ler and Sears, 


is expected to market a $595 console. 
Sears, Roebuck has introduced in the 
Chicago area a 21” Silvertone for 
$595 in mahogany and $605 in oak. 


CONVENTION SPOTLIGHT. What 
ever this summers Presidential con- 
ventions may produce in the way of 
the politically unexpected, one thing is 
certain: they will be seen or heard by 
the greatest mass audience in the his- 
tory of broadcasting. 

When 
Chicago’s International Amphitheatre 
on Aug. 13 and the Republicans take 
over the national spotlight one week 


the Democrats convene in 


later in San Francisco’s Cow Palace, 
an estimated 120 million Americans 
will have ringside seats via their home 
screens and radios—double the num- 
1952 


tions on television and 12 times the 


ber who followed the nomina- 


total who viewed them in 1948. 


$13-MILLION PACKAGE. An agere- 
gate of five advertisers will carry the 
$13-million-plus cost of bringing the 
year’s most significant and spectacular 
event to this fantastic audience over 
the three major networks. In each in- 
stance the package deal involved calls 
for both tv and radio coverage not 
only of the two conventions but also 
of election-night results on Nov. 6. 
Sponsoring ABC’s coverage will be 
the Philco Corp. in a switch from its 
NBC participation of four years ago. 


(Continued on page 95) 
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READY FOR ACTION! 


The most seaworthy syndicated film series ever 
to hoist sales—““The Adventures of Long John 
Silver”—is set to capture top ratings in all mar- 
kets...dig up gold for local and regional sponsors. 
Lavishly produced to retain all the zest... romance 
...thrills of the original Robert Louis Stevenson 
story, “The Adventures of Long John Silver” stars 
Robert Newton— who was “Long John” in Walt 
Disney’s “Treasure Island’ and in the Cinema- 
Scope production of “Long John Silver”— along 
with Kit Taylor as courageous young Jim Hawkins. 
In Salt Lake City, Miami, Mobile and Madison, 
“The Adventures of Long John Silver” outeails all 


competition. In Las Vegas, Denver and Jackson, 
Miss., it reaches twice...and in Rochester, N. Y., 
three times...the audience of competing shows. 
No wonder such first-class advertisers as Good- 
man’s Noodles, Safeway Stores, Dean’s Milk (6 
markets) and Canada Dry are signed up. 

To discover buried treasure in your market, just 
weigh anchor with “The Adventures of Long John 
Silver.” For complete details on one of the fastest- 
moving films in aii television, call or write... 


CBS TELEVISION FILM SALES, INC. 


Sales offices in New York, Chicago, Los Angeles, Detroit, 
San Francisco, St. Louis, Atlanta, Boston and Dallas. 





KMTV GETS : ACTION! : 








Gov. Victor E. Anderson of Nebraska 
congratulates “The Hawk”. 


KMTV's Local Safety Campaign Delivers 34,000 
Signed Pledges from Nebraska and lowa Viewers 





Civic-minded programming on KMTV builds loyal, responsive 
viewers . . . provides a pre-sold audience . . . gets action for you! 

“The Hawk”—the areas most popular children’s show—is typical 
of local programming that produces strong action responses from 
loyal followers. Recently 34,000 youngsters and adults in the KMTV 
area signed pledges pledging themselves to safety in the “Hawk 
Safety Campaign”. Official pledges and safety slogan contest entries 
were secured by writing to KMTV. The campaign was endorsed by 
the governors of Nebraska and Iowa. Safety pledge stickers and 
safety buttons were mailed with the entries. Prizes were awarded for 
winning slogans. Complete cooperation was received from Omaha 
Police, Nebraska Safety Patrol, Safety Council and many schools. 

















Governor Anderson commended KMTV for, “ . . . Fine public 
service.” KMTV Maket Data* 
Follow the lead of other successful local and national advertisers. tiie <2 eke 1,596,000 
Cash in on a responsive pre-sold audience. Schedule KMTV, Omaha’s TW Homes .-..-++0: Sipe 
popular TV station that gets action for you! Contact KMTV direct Buying In:ome .... $2,236,230,000 
or see Petry today. * 1955 Survey of Buying Power 
248 
6il@>< =: Nec-tv 
COLOR aN A\ > ABC-TV 
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ENT LRG sS y) 
CENTER Se) OMAHA 


\< |Z + Represented by 


: Edward Petry & Co., Inc. 


CHANNEL 3 


MAY BROADCASTING CO. 
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Spot future @ bright 


Fall promises continued growth of national, regional non-network tv 


| ational spot will be the most active category 
in television this fall as the entire industry 
reaches billings heights never before attained. 

The growing interest in flexible spot has been 
apparent for more than a year with the TELEVISION 
AGE Business Barometer reports indicating month 
after month a continued upsurge that has already 
swept aside previous patterns. 

Again, just as it was in 1955, spot will be the 
leading revenue producer in terms of net to sta- 
tions. While network billings totals will show a 
good gain over 1955 and local totals also will be 
an improvement, percentage-wise, national spot 
will make gains outstripping either of them. 


TV AGE predicts that the total spot revenue from 
time sales alone in 1956 will total $317.1 million, 
as compared with the magazine’s estimate for 
1955 of $236.7 million. (Official FCC figures 
will not be available until later in the year.) This 
is an increase of 33 per cent in spot billings over 
the one-year period. 

These figures do not include any of the addi- 
tional expenses of advertisers—such as produc- 
tion and talent costs. They correspond to the offi- 
cial reports which are made annually to the FCC 
and are released by them from six to ten months 
after the close of the calendar year (see table 


page 106). 
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Executives of top spot companies, 


for July. 1956 


The increase in spot television this 
fall will come in part from new ad- 
vertisers using the medium for the first 
time and, in a few cases, from network 
advertisers diverting parts of their 
budgets into regional drives, trouble 
areas and test campaigns. But the 
largest boost in national spot billings 
will come from the experienced users 
of the medium who feel that the results 
they are getting merit a larger invest- 
ment. 

This trend to increased budgets for 
present advertisers was apparent even 
in the first quarter of the year as com- 


N. H. McElroy 
Procter & Gamble Brown & Williamson General Foods 


pared to the last quarter of 1955. In 
the first three months there were four 
advertisers spending more than $2 mil- 
lion in spot tv, as compared with three 
in the final three months of the previ- 
ous year, and 15 spending over a mil- 
lion, as compared with 13 the previous 
quarter. 

Of the first 25 advertisers in the 
final quarter of 1955 all but seven are 
again in the same top group during the 
first three months of 1956. Of those 
who do not appear in that high bracket 
for the succeeding quarter, several 
were seasonal advertisers who may be 
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PROCTER & GAMBLE CO. 


Benton & Bowles, Inc., N. Y.: Camay and Whirl, Justin 
Gerstle, timebuyer; Crest, Hank Linden, timebuyer; Ivory 
Snow and Zest, Joe Fanelli, timebuyer; Pin-It and Prell, Bob 
Morton, timebuyer; Tide, Bern Kanner, timebuyer. Leo 
Burnett Co., Inc., Chicago: Joy and Lava (new timebuyer to 
be selected). Compton Advertising, Inc., N. Y.: Big Top 
Peanut Butter, Cascade, Drene and Duz, Bob Liddel, time- 
buyer; Crisco and Ivory Flakes, Frank Sweeney, timebuyer; 
Comet, Jim Cannon; Dash, Thelda Cordani, timebuyer; 
Ivory Soap, John Bessant, timebuyer; Gleem, Bert Mulligan, 
broadcast supervisor, timebuyer. Dancer-Fitzgerald-Sample, 
N. Y.: Biz, Patricia Hawley, timebuyer; Oxydol, Walter 
Tietz, timebuyer. Grey Advertising Agency, Inc., N. Y.: Lilt 
and Shasta, Ken Kearns, timebuyer. H. W. Kastor & Sons, 
Chicago: American Family products, Harvey Mann, time- 
buyer. Tatham-Laird Inc., Chicago: Fluffo, John Deacon, 
timebuyer. Young & Rubicam, Inc., N. Y.: Cheer and Spic 
& Span, William M. Walker, timebuyer. 


The only predictable pattern to P&G’s spot buys is that they are 
unpredictable. Last fall the company ran 27 campaigns and they 
were varied as to time, kind and frequency. P&G buys day or night, 
uses ID’s, 20’s, minutes or programs. Like the old champ, Harry 
Greb, P&G goes into spot scientifically hitting away in all direc- 
tions wherever they see an opening that can do them some good. 
P&G brands not only compete with each other for consumer money 
but also for their share of advertising expenditure from the parent 
company. Fluffo was the biggest spot user last fall, followed by 
Joy, Lava Soap, Dash and Cheer. For the coming season P&G 
will do more rather than less spot and without a doubt will again 
be the top spot user of 1956. 
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E. M. Lewis 
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expected to come back as strong or 
stronger in the approaching fall sea- 
son. 

Television Bureau of Advertising 
has estimated the gross spot expendi- 
tures of television advertisers in the 
final quarter of 1955. Since in nearly 
every instance the leaders of last year 
will again be the leaders this fall and 
winter, TV AGE has prepared a study of 
the advertising patterns of the top 25 
advertisers. 

Agencies, products and the time- 
buyers for each product are given in 
these summaries, followed by present 
and future plans. These capsule his- 
tories, numbered in order of the TvB 
ranking of the spot television adver- 
tisers as of the fall, 1955. are presented 
separately on these pages. 

Procter & Gamble, with its eight 
agencies and many products, will, of 
course, continue to be the leading spot 
advertiser in the months to come. Last 
year in the final quarter TvB estimated 
that P&G spot expenditures amounted 
to $4.06 million. In the first quarter of 
1956 P&G forged even further into the 
lead with spot billings totalling $5.78 
million. 

P&G's spot billing this fall will be 
ahead of those last year. With the flex- 
ible policy which rules all P&G spot 
advertising, the company may be ex- 
pected to launch campaigns for nearly 
every one of its myriad products. Last 
year P&G staged 27 different spot tv 
campaigns. This year there will prob- 
ably be more, and each may be ex- 
pected to include additional markets. 

Brown and Williamson, which spent 
$2.73 million in the fall and winter of 
1955 in spot television, may be expect- 
ed to use more this year in the same 
quarter. Kool and Viceroy cigarette 








J. M. Hiebert 
Sterling Drug 


Ford Motor Co. Miles Laboratories 








H. Ford Il W. R. Beardsley 


H. Curtice 
General Motors 


BROWN & WILLIAMSON TOBACCO CORP. 


Ted Bates & Co., N. Y.: Kool and Viceroy Cigarettes, William 
Kennedy, supervising timebuyer. Russel M. Seeds Co., Inc., 
Chicago: Raleigh Cigarettes, Merle Myers, timebuyer. 

This cigarette company took to the spot habit early and heavy and 
has stuck with it. B&W buys franchise time for its products and 
stays with its schedules for 52 weeks, with, of course, occasional 
necessary reshuffling. The pattern for spot buys is nighttime 20's 
only for Vicerey and nighttime ID’s only for Kool. Raleigh prefers 
nighttime 20’s or ID’s but has and will, if necessary, use daytime. 
B&W should again end up in second place for the fall, spending 
more money than the $2.7 million estimated last year. There is no 
chance for it (or any other company) to overtake the leader, P&G. 
Kool and Viceroy will again be in around 125 markets, Raleigh 
around 55. There is a good chance that because of the competition 
of R. J. Reynolds’ new mentholated cigarette, Salem, the Kool 
schedules will be stepped up considerably. 








H. Rosner 
Robert Hall 
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Bulova Colgate-Palmolive 


million on spot television. 

Sterling Drug, which just missed the 
$2 million bracket in the final quarter 
of 1955 with $1.89 million, may be 
expected to pass that mark this fall. 
The firm will add some new products 
by that time, which will get spot at- 
tention in addition to the 52-week cam- 
paigns which form the firm’s regular 
pattern. The Sterling agencies ex- 
change information on buys, changes 
and cancellations and whenever pos- 
sible a Sterling cancellation is re- 
placed by another Sterling buy. 

Ford Motor Co., fifth biggest spot tv 
advertiser last fall with $1.7 million 
spent in the medium, is a possibility 








campaigns will be in 125 markets or 
more with Raleigh in about 55. With 
R. J. Reynolds staging an emphatic 
drive for its new mentholated Salem 
cigarette, B&W will probably step up 
its spot advertising for Kool, but final 
decisions have not yet been made. 
Third biggest spot advertiser last 
fall, General Foods Co., with its sev- 
eral agencies and large number of 
products, will be very active in all 
parts of the country. The GF basic spot 
buys are for Maxwell House Coffee and 
come to about $166,000 per week. 
Most of this goes into 10-second ID's. 
Other divisions of the giant company 
buy into this block of Maxwell House 
spots when they need special emphasis 
in certain markets. When they are un- 
able to get the time they need from the 
Maxwell House contracts they go into 
the open market looking for their own 
schedules. It is expected that General 
Foods will spend around $2 million 
on such additional buys this year. In 
the last quarter of 1955 GF spent $2 








GENERAL FOODS CORP. 


Benton & Bowles, Inc., N. Y.: Gaines Dog Food, Bert Wag- 
ner, timebuyer; Maxwell House Instant Coffee, Grace Por- 
terfield, timebuyer; Maxwell House Regular Coffee and 
Yuban Coffee (Instant and Regular), Rod Turner, time- 
buyer; Post Cereals, Ed Semel, timebuyer (Bran Flakes, 
Grape Nuts and Grape Nut Flakes) and Paul Reardon, time- 
buyer (all other cereals). Young & Rubicam, Inc., N. Y.: 
All products (corporate) and Walter Baker Chocolate, War- 
ren Bahr, timebuyer; Franklin Baker Coconut, Edwin Byrne, 
timebuyer; Birdseye Frozen Foods, Lorraine Ruggiero, time- 
buyer; Go, Satina and Minute Potatoes and Rice, A. B. Pratt, 
timebuyer; Sanka Coffee, John Henderson, timebuyer. 

The basic buy for the corporation is for Maxwell House Coffee and 
totals $166,000 per week. Some 90 per cent of this is in the form 
of 10-second ID’s. This comes to an annual total of $8,632,000. Other 
GF products buy into this Maxwell House block when they need 
to, subject to the supervision of the corporation. When any division 
needs additional spots or can’t get what they want from the Max- 
well House schedule, they then go out and buy their own schedules. 
It is estimated that GF will spend another $2 million in these addi- 
tional buys during this year. The fiscal year for GF starts April 1, 
but the spot schedules are continuous. The Maxwell House buys 
are constantly changed and improved to meet whatever requirements 
come up. It is important to note that the spot thinking in the vari- 
ous divisions is not predetermined by the Maxwell House buys. 
Each division sets up the schedule it feels it needs and then takes 
it to the corporation for approval and placement. 
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0. P. McComas 
Philip Morris 


Kellogg 


for increased spot promotion this fall. 
Ford advertising funds come from 
three sources: the factory fund, the 
co-op fund and the dealer fund. Since 
most of the spot tv buys are paid for 
from co-op or dealer funds, the use of 
television largely depends on policy in 
the particular area to be covered. Of 
the 33 dealer districts in the Ford or- 
ganization about two-thirds, or 23, are 


G. H. Coppers 
National Biscuit 





H. J. Wolflisberg 
Nestle 


B. F. Few 


back John Campbell Swayze’s 15-min- 
ute NBC-TV news show (sponsored 
fully on Fridays, shared Wednesdays). 
However, the firm will probably con- 
tinue schedules in all of the 110 mar- 
kets it is now using. 

General Motors Corp., actually made 
up of as many separate divisions as it 
has makes of automobiles, may be ex- 
pected to be quite active in spot tele- 


Liggett & M yers 











STERLING DRUG INC. 


Carl S. Brown Co.: Dr. Caldwell’s Laxative, Fletcher’s Cas- 
toria and Z.B.T. Powder, Rose-Marie Vitanza, timebuyer. 
Compton Advertising, Inc., N. Y.: Fizrin, Eugene Alnwick, 
timebuyer. Dancer-Fitzgerald-Sample, Inc., N. Y.: Bayer 
Aspirin, Energine, Dr. Lyons Toothpaste, Haley’s MO, Pepsa- 
mar and Phillips Milk of Magnesia, Frank Moriarty, super- 
vising timebuyer, Stan Hamer, timebuyer; Thompson-Koch 
Co., N. Y.: Double Danderine and Molle, Robert Hall, time- 
buyer. 

Bayer and Phillips are the big spot users in the Sterling group, 
their buys mounting to over half of the company’s total. These two 
products can be counted on to get a like share in the fall since 
Sterling’s fiscal year is the calendar year and the firm goes in for 
52-week campaigns. There will, however, be some new products 
which will get respectable spot attention. One of these is Haley’s 
Boostered Aspirin which will be placed through Compton, Cold 
weather will mean more activity for drug campaigns. Fletcher’s 
Castoria and Dr. Caldwell’s are now getting new fall drives ready. 
The Sterling pattern is to buy mostly minutes and 20's both day 
and night. They don’t buy ID’s and seldom are interested in pro- 
grams. There is much cooperation and exchange of information 
among the four Sterling agencies. Timebuyers check with each 
other on buys, changes and cancellations. Whenever possible a 
Sterling cancellation is replaced by another Sterling product buy. 
The products also share spot time with other Sterling products. 








enthusiastic 


television spot. 


vision this year. While General Motors 





Heavy announcement schedules may be 
expected from each of these about the 
time new models first appear. 

Miles Laboratories, which spent $1.5 
million in national spot tv last fall, is 
expected to cut back in spot this season 
because of its recent agreement to 
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ranked seventh among spots users last 
fall, the fact that several of its di- 
visions have dropped network shows 
will mean that still more money will 
be available for spot when new models 
come out. Since model changes this 
year are expected to be severe, all car 





W. E. Robinson 
Coca-Cola 


J. S, Hewitt 
Anahist 


manufacturers are expected to turn to 
the visual medium to present them to 
the public. Last year G.M. as a whole 
spent $1.4 million in spot tv in the final 
quarter. 

Robert Hall Clothes, eighth nation- 
ally as a spot user in the fall last year, 
will be expanding its spot coverage to- 
ward the end of 1956. A strong be- 
liever in saturation television, Robert 
Hall is now using spots on 80 stations. 
It has stores in 130 television markets. 
Schedules for fall call for saturation 
spot campaigns in 75 markets with the 
other 55 markets as possible additions 
at an indefinite time. With the steady 
expansion program that is currently 
the company’s policy, it is probable 
that Robert Hall will be opening stores 
in additional tv markets. 


Bulova Watch Co., ninth in spot last 
fall with last quarter billings of $1.23 
million, has bought a $10-million share 
in the CBS-TV Jackie Gleason Show 
for fall. Company executives insist, 
however, that there will be no cutback 
in spot in spite of the heavy network 
investment. Bulova is active in more 
than 150 markets. 

Colgate-Palmolive Co., a $1.21-mil- 
lion spot spender in the final three 
months of 1956, is expecting to intro- 
duce several new products this fall. 
Cunningham & Walsh will use some 
spot for a detergent; Lennen & Newell 
will be promoting two new products, 
and the new pink Vel will probably be 
television promoted by William Esty. 
While spot schedules for Brisk have 
just been cut, there is a good chance 
that they might be reinstated by fall. 

Kellogg Co., 11th in the national 
spot ratings at the end of the year but 
fifth in the first quarter of 1956, is 















2" 


et 





he 
Schultz 
Shulton, Inc. 


re 
M. E. Bale 
Harold F. Ritchie Co, 


G. L. 


A. E. Driscoll 


WV arner-Lambert 


Kirby Peake R. N. Laughlin 
Vick Product Division Continental Baking 


W. B. Murphy 
Campbell Soup 


Phillip Cortney 
Coty, Inc. 


MILES LABORATORIES, INC. 


Geoffrey Wade Advertising, Chicago: Alka-Seltzer, Bactine, 
One-A-Day, Nervine and Tabcin, David Williams, timebuyer. 


announcement campaigns like the re- 
cent drive for its new Special “K” 
breakfast food. 

Philip Morris this fall will expand 
its present 50-market set-up for PM’s 
into an intensive campaign. The drive 
for Marlboro will also be expanded 
until it is bigger than ever. Promotion 
of the new package for Parliament was | 
begun this spring and will be expanded | 
in late summer. Philip Morris which 
was twelfth in spot the fourth quarter 
of last year, will probably be among 
the first ten at the end of 1956. 

National Biscuit Co., 13th in na- 


expected to be active, especially for | 


Miles will pick up part sponsorship (share Wed., full time, Friday) 
of NBC-TV’s John Cameron Swayze daily 15-minute news show in 
the fall. As a result, a cutback in the firm’s spot activity can be 





| expected. It will probably continue its schedules in all of the 
markets it is in now—around 110—but it will cut down in the 
number of stations in multiple-station markets and/or frequencies. 
The company buys minutes and 20's both day and night. Wherever 
it can Miles likes to buy some days and some nights and is espe- | 
cially receptive to package deals. In the larger markets it will | 
carry as many as 14 announcements per week. Alka-Seltzer gets the 
big spot play, carrying around 65 per cent of the company’s spot 


| 
| 
| placements. 
| 


tional spot as the year ended, is con- 
tinuing its campaign of promotion on 
Shredded Wheat Juniors, Wheat 
Honeys and Rice Honeys. This fall the 
drive will be expanded into the south. 


Several campaigns for other products 
are off for the summer but will be back 
on the air in the fall. 

The Nestle Co., although it will spon- 
sor the half hour Oh Susanna on CBS- 


TV, will continue to use spot this fall 
to augment its network coverage in 
special areas and for products which 
do not have national distribution. This 
is another company which has some 





new products coming up which will 





be introduced through the medium of 
FORD MOTOR CO. 

Kenyon & Eckhardt, Inc., N. Y.: Institutional and Mercury, 
Tom Viscardi, timebuyer. Meldrum and Fewsmith, Inc., 
Cleveland: Ford Tractors, Muriel Mack, timebuyer. J. Walter 
Thompson Co., N. Y.: Ford Cars and trucks, Dorothy Thorn- 
ton, Richard Branegan, Paul Campbell and Cy Goldis, time- 
buyers. 


spot television. 

Liggett & Myers Tobacco Co., with 
its change in agencies from Cunning- 
ham and Walsh to McCann to take 
place Aug. 1, is a question mark in the 
advertising picture. Most advertising 
Ford advertising money comes from three sources: Factory fund, experts believe that the company will 
co-op fund and dealer fund. Spot buys are usually paid for from 
either the co-op or dealer funds and mostly from the latter. There 
| are 33 Ford dealer funds, paralleling the company’s 33 national 

sales districts. The dealers in each area, some 6,500 in the coun- 


continue to be a top spot user but just 





how big the schedule is to be cannot 
be determined until the new agency 
| try, get together and elect advertising committees. These, in turn, begins its planning. Liggett & Myers 
meet with 16 different JWT field representatives, each of whom is 
responsible for an average of two sales districts. The spot pattern 
therefore varies as widely. Some 10 of the dealer committees use 
spot either not at all or very little. The remaining 23 are enthusi- 
astic users. Many have programs—news, sports and halj-hour films 
—on a 52-week basis which they augment with announcement 


spent just over $900,000 in spot the 
final quarter of 1955. 

Anahist Co. is planning a fall spot 
budget of around $1.75 million which 


may put it among the top ten spenders 
schedules—when required. All of the 23 have announcement sched- 
ules—usually saturation—around new car time and for special local 
campaigns. The New York office of Thompson is used by several 


for the period. In the last quarter of 
1955 the company was in 16th position 
with $887,000 used in the medium dur- 
ing the quarter. It is expected that the 


of the other areas as a clearing house for information and advice 
as well as the source for time buys. 





company will follow its usual pattern 
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and buy nighttime minutes. 

Block Drug will be announcing some 
new products this fall and, although 
the push behind Amm-i-dent may be 
less than last year, other products, in- 
cluding the new brands, are expected 
to raise the firm’s television totals into 
new high ground. Last year Block 
Drug ended in 17th position as a spot 
television advertiser. 

The Coca-Cola Co., with its three 
new bottle sizes, is expected to continue 
quite actively through the fall season. 
With about 1,100 franchised dealers in 
the country at least half have yet to 
go into production with a new size. 
As these additional dealers begin their 
promotion the total for the company is 
expected to soar. Last year Coca-Cola 
ended the year 18th from the top in 
national spot television advertising. It 
may be expected to spend more money 
this fall than last and may advance in 
relative position. 

Campbell Soup Co., which spent 
$763,000 in spot during the last guar- 
ter of 1955, will be doing more spot 
in the fall for its frozen soups. The 
line of hot soups, which is handled by 
BBDO, does not use tv at present nor 
are there plans to alter this policy in 
the near future. 

The Warner-Lambert Pharmaceu- 
tical Co., with its important brands of 
toiletries and pharmaceuticals, has con- 
tracts for its announcement schedules 
running through October and is ex- 
pected to renew them at that time. New 
products to be announced will mean 
increases in spot. 

Conforming to the pattern of the 
past, the Harold F. Ritchie products 
may be expected to be more active in 
the coming season. Brylcreem will in- 


crease its schedule of spot in over 100 








GENERAL MOTORS CORP. 


D. P. Brother & Co., Detroit: AC Spark Plug Division, 
Phyllis Branch, timebuyer; Oldsmobile Division, Watts 
Wacker and Richard Hoffman, timebuyers. Campbell-Ewald 
Co., Detroit: Chevrolet Motor Division and Delco Ratteries, 
Robert Crooker, timebuyer. Kudner Agency, Inc., N. Y.: 
General Motors Corp. and GMC Truck and Coach Division, 
Ann Gardner, timebuyer; Buick Motor Division, Marjorie 
Scanlon, timebuyer; Frigidaire Division, John Sisk, time- 
buyer. MacManus, John & Adams, Inc., Detroit: Cadillac 
Motor Car Division and Pontiac Motor Division, Charles 
Campbell, timebuyer. 

Where advertising is concerned, and especially spot tv, dealing 
with General Motors is actually like dealing with a multitude of 
autonomous companies. The corporation is at the top of the pyra- 
mid and, strictly speaking, has the final authority. But in the 
fast in-fighting area of spot tv, each of the divisions has to shift 
for itself. Chevrolet is probably the biggest spot user in the GM 
group, followed by Oldsmobile and Pontiac. Buick’s activity is 
spotty and when Cadillac comes in it is usually together with 
another division. Network activity usually determines the extent 
of spot of each of the divisions. This augurs well for this category 
in the fall. Buick has bowed out of the Gleason show, Pontiac has 
shelved Playwrights 56 and Wide Wide World, and Oldsmobile has 
dropped its network-like syndicated Patti Page Show which it has 
been carrying on over 110 stations. When new car time rolls around 
in the fall, the car makers who will want iv exposure will take 
to spot. And because next year’s model car will be drastically 
different than this year’s, it’s a good bet that auto firms will want 
to use the “seeing” medium. In fact, some authorities believe that 
the car manufacturers will use more spot tv this fall than ever 
before. There is no pre-set pattern to what auto companies will buy 
except that they usually come in late and buy heavy. 





ere pessimistic about chances to get the 


markets in the fourth quarter this year. 
Eno Salts is currently being tested in 
a number of markets, and Scott’s 
Emulsion may be expected to be active 
from October through March. 

Coty will put all of its spot effort 
into the last quarter of the year, fol- 
lowing the pattern set in 1955. During 
that period the company was estimated 
to have spent $627,800 on spot to rank 
22nd in the nation. Agency executives 


ROBERT HALL CLOTHES 


time slots they want for the winter 
campaign. 

Vick Chemical may be expected to 
follow its usual plan this fall—start 
buying spot as soon as it turns cold 
and continue until it begins to get 
warm in: the spring. Last year this 
policy led to spending around $665,- 
000 in the fourth quarter. 

By fall the Continental Baking Co. 
campaign for Profile bread will be 
national in scope. The company is now 
adding two or three markets a week. 
Promotion for Hostess cakes and Won- 
der bread is by the syndicated Annie 


Frank B. Sawdon, Inc., N. Y.: Jerry Bess, v.p., timebuyer. 
This retail store chain, the largest user of spot television in its Oakley series which is under contract 
field, is a believer in saturation schedules. When it comes into a 
market it comes in big, using as many as 100 announcements per 
week in major markets. Robert Hall is currently cutting down for 
the summer but this past spring it used some 1,200 spots per week 
on 80 stations. The company buys mostly filmed minutes and some 
20’s and five-minute local news, weather and sports shows. This fall 
Robert Hall will open 20 new outlets. Five of these stores will be 
in new tv markets and consequently will get the saturation treat- 
ment, the remaining 15 stores are in markets already on Robert 
Hall’s spot schedules. This fall, the Robert Hall spot campaign 
will be carried in 75 markets. The company has outlets in 130 tv | 
markets and expects to add schedules in the additional 55 markets | 


for a two-year period. 
Shulton Inc., which ranked 25th in 
use of national spot last fall, may be 


expected to buy announcement sched- 
ules around sports shows to promote 
its men’s products. Around Thanks- 
giving more spots will be purchased to 
push the line of women’s items. 
Minute Maid Corp.’s use of spot tv 
is being cut back until the end of the 
firm’s fiscal year. It has been carrying 
60’s and 20’s, sometimes piggyback, in 
major markets. Markets covered have 





sometime in the future. At the same time the company will prob- 
ably open up stores in other tv markets. 
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numbered as many as 30 for Minute 
Maid and 50 for Snow Crop. The new 
fiscal year begins Nov. 1 and will 
likely see a return to full use of spot. 
Agency is Ted Bates & Co., New York. 

Max Factor (Sales Builders Inc.) 
devotes practically all its advertising 
budget to spot. Barring a four-week 
hiatus this summer, the cosmetics firm 
is committed to a national spot cam- 
paign through the end of the year, 
consisting of nighttime minutes in 67 


Film’s San Francisco Beat in Philadel- 
phia and Hartford; Ziv’s Man Called X 
in Schenectady; five-minute news 
shows in Syracuse and Lancaster; 
Taylor Grant With the News in Phila- 
delphia, and 10-minute news shows in 
Binghamton and Albany. Agency is 
Young & Rubicam Inc., New York. 

V. La Rosa & Sons Ine. is looking 
for half-hour film shows and is con- 
verting 15-minute show buys into half- 
hours. The macaroni and spaghetti 


Markets include New York, Philadel- 
phia, Boston, Pittsburgh, Baltimore 
and Albany-Schenectady-Troy. La Rosa 
is currently sponsoring MCA-TV’s 
Waterfront in New York, Philadelphia 
and Boston and NBC Television Film 
Sales’ Crunch and Des in Albany. 
Agency is Sullivan, Stauffer, Colwell 
& Bayles Inc., New York. 

Benrus Watch Co. will continue to 
be a major user of spot tv. Overall ad- 
vertising plans are being reviewed with 


markets. Agency is Doyle Dane Bern- 
bach Inc., New York. 

Toy Guidance Council will have a 
15-minute film series ready for a pre- 
Christmas campaign to start in No- 
vember. The series is entitled Toyland 
Express, starring ventriloquist Jimmy 


Nelson, and is being produced by RKO 


producer also uses announcements. its new agency, Lennen & Newell Inc., 


COLGATE-PALMOLIVE CO. 
Ted Bates & Co., Inc., N. Y.: Colgate Dental Cream and 
Palmolive Shave Cream, Chris Lynch, timebuyer. Carl S. 
Brown Co., N. Y.: Halo, Rose-Marie Vitanza, timebuyer. 
: Cunningham & Walsh, Inc., N. Y.: Super Suds and Merry 
Pathe Films. The council would like to Detergent, Charles Helfrich, timebuyer. William Esty & Co.., 
place it in 100 markets, with local toy N. Y.: Brisk. Fab, Rapid Shave and Vel, Tom Hollingshead, 
store members sponsoring on a par- timebuyer. Bryan Houston, Inc., N. Y.: Ajax, John Ennis, 
iat dia director, timebuyer; Cashmere, Desmond 
O’Neil, timebuyer; Colgate Shave Cream and Veto, Jack | 
Dunford, timebuyer. Lennen & Newell, Inc., N. Y.: AD, 
Instant Barber Shave and Lustre-Creme Line, Jeanne Jaffe, 
timebuyer. Street & Finney, Inc., N. Y.: Florient and Kan- 
Kil, Helen E. Thomas, v.p., timebuyer. 
The big buyers in the Colgate group last fall were Colgate Dental 
Cream, Palmolive Shave Cream and Vel. These three can be ex- 
pected to carry a lot of the company’s spot weight this fall. But, 
in addition, the company has several new products it is ready to 
spring on the market. Cunningham & Walsh will use some spot 
for a detergent; Lennen & Newell will come out with two neu 
Colgate products and at Esty there should be stepped up spot 
activity on account of Vel with its new pink color. Also, speaking 
of Esty, Brisk has just cut out all of its spot schedules except on 
the west coast; however, it might be back in the fall. It is always 
difficult to judge in advance what Colgate will do. The only cer- 
tainty about Colgate is that it’s got its eye on P&G and it will 





ticipating basis. Last year a similar 
film was placed in 60 markets. Choice 
time availabilities, preferably next to 
top-ranking children’s shows, will gov- 

ern the selection. Most of the buying 
will be done in early fall. Ed Ratner, 

tv director of Friend-Reiss Advertis- 
ing, New York, is handling distribu- 
tion. 

Piel Bros., scoring a tremendous hit 
with its Bert and Harry commercials, 
will put even greater emphasis on spot 
tv and radio if its budget is increased. 
All this, of course, is dependent on 
sales. At present, Piel’s is carrying Bert 





and Harry schedules in nine markets, 


CBS Television 


usually follow where they lead. 











BULOVA WATCH CO. 

McCann-Erickson, Inc., N. Y.: Mildred Fulton, timebuyer. 
Bulova, a stalwart in spot tv and, indeed, considered the inventor 
of spot announcements (see TELEVISION AGE, December, 1955), 
caused industry concern when it bought a $10-million share in the 
Jackie Gleason Show over CBS Television for the fall. This buy, 
together with the fact that Bulova is cutting back some on its 
schedules, has raised apprehensions that Bulova’s time in spot tv 
is running out. The company denies that this is happening. It 
points out that the causes of the recent cutbacks were station rate 
increases. Bulova, which buys on a 52-week basis, wants longer 
than six-months protection agains rising rates. The company avers 
that it will continue in spot as before, “just as if we had no net- 
work show.” Although Bulova is keeping up schedules in most of 
its over 150 markets, it has not made any plans as yet for film 
half-hours which it has been sponsoring locally together with local 
jewelers. The company buys all 20's in class A time, preferring 
8 or 9 p. m. slots for its time signals. For the fall, there might not 
be any increase in Bulova’s spot activity but, other than the cut- 
backs due to stations’ rates, there won't be any sizable decrease. 
After that ... only time will tell. 








New York. The company has been us- 
ing 20-second spots exclusively in 65 
markets. 

Hazel Bishop Inc. is still relying 
heavily on spot tv and will spend more 
than $1 million for spot this year. The 
cosmetics firm also is sponsoring the 
new Paul Whiteman show on NBC-TV, 
which will debut in the fall. Agency is 
Raymond Spector Co., New York. 

General Cigar Co., for its Robert 
Burns line, is using spot tv extensively 
in 15 markets. Much of the spot cam- 
paign is in syndicated film. Part of 
the activity includes: MCA-TV’s Fed- 
eral Men in Detroit; Ziv’s | Led Three 
Lives in Los Angeles; Ziv’s Man 
Called X in Schenectady and Wash- 
ington, and Bowling in Chicago. White 
Owl cigars is currently channeling all 

(Continued on page 99) 
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Is it “live’’? 





Pulse asks 


televiewers whether 
they know “live” 
from film and 


which they prefer 


HEN William Blake wrote 
“Tiger, tiger burning bright 
. ; ” his now-famous work ques- 
tioned, among other things, the mean- 
ing and origin of reality. The question 
has persisted to this day and has been 
given voice even in the forest of Mad- 
ison Avenue. 

On a rather different—if no less 
urgent—level, the industry has won- 
dered how important it is to telecast 
an event as it actually occurs. When 
the audience sees a tiger on the tv 
screen, producers and sponsors might 
ask, does it matter if it’s a live tele- 
cast or a filmed program? 

To help find the answer, The Pulse, 
Inc. recently conducted an exclusive 
survey on behalf of TELEVISION AGE 
throughout the metropolitan New York 
area. The sample included 500 men 
and 500 women in 1,000 tv households. 

Before interviewing each person, the 
Pulse representative explained: “We 
want to ask you a few questions about 
‘live and film’ tv programs. A film 


program is one that has been filmed in 
advance of the broadcast and it is the 
film that you watch. A ‘live’ program 
is one which is being ‘acted out’ at the 
time you see it.” 

The first part of the survey then 
listed 10 well known tv programs. They 
were Phil Silvers, Mama, Jackie Glea- 
son, December Bride, George Gobel, 
Red Skelton, J Love Lucy, Groucho 
Marx, Person to Person and What's 
my Line? People interviewed were 
then asked a two-part question. The 
first was. “Which of these programs 











The response to this section could 
QUESTION 1: “Which of these tv programs have you watched during the indicate an important follow-up to the 
past month? Do you know which programs are on ‘film’ and which are first question. If the audience is acutely 
‘live’ ?” aware of whether they’re seeing filmed 
viewed film live or live action, how important is that 
Phil Silvers 686 68.6% 529 77.1% 157 22.9% knowledge to them? 
Mama 402 40.2 168 41.8 234 58.2 Just over half—5l.1 per cent— 
ne Mange ao = 44 po aa 7 oH averred they prefer a live program. 
ecember Bride ’ A 7.7 7 OO i le 
George Gobel 516 51.6 87 169 429 83.1 aan. #7 96 See hee poope—some 
Red Skelton 577 57.7 282 48.9 295 51.1 7.3 per cent—said they prefer film (see 
I Love Lucy 697 69.7 618 88.7 79 11.3 question 2). 
Groucho Marx 676 67.6 482 71.3 194 28.7 Whereas that might indicate an over- 
Person to Person 629 62.9 42 6.7 587 93.3 whelming vote for the live tv show, 
What's My Line 615 61.5 7 28 598 97.2 The Pulse uncovered another vital piece 


Total tv homes interviewed 1000 











have you watched during the past 
month?” The second part was, “Do 
you know which programs are on film 
and which are ‘live’?” 

Answers indicated that six of the 
programs were seen by more than 60 
per cent of the respondents (see ques- 
tion 1). Not unexpectedly, J Love 
Lucy came in first, having been seen 
by nearly 70 per cent of the sample— 
about 700 people. 

Close behind came Phil Silvers 
which placed second with a 68.6-per- 
cent score. Third was Groucho Marx 
with 67.6 per cent. The fourth and 
fifth places in popularity, according 
to this New York test, was hotly con- 
tested. Person to Person came in with 
62.9 per cent, while Jackie Gleason 
was only a tenth of a per cent behind 
with 62.8. 

Interestingly, the lowest show on the 
list proved to be 1 Remember Mama. 
After an outstandingly successful run 
that has made it one of the oldest situ- 
ation comedies on television, the pro- 
gram is being dropped by its sponsor, 
General Foods, at the end of this sea- 
son. Even so, Mama garnered a solid 
40 points in this survey. 

Perhaps the most important single 
point of the entire study, however, was 
that the collective answers of all 1,000 
people interviewed correctly identified 
every program as either live or film. 
That means only one thing: The ma- 
jority of the audience is sharply aware 
of the program’s form. 

Within the list of ten programs, 
answers showed wide variations, how- 
ever. Such a well known, long-running 
and repeatedly publicized program as 
What's my Line? proved to be a snap. 
Practically everyone—at least 97.2 per 


cent of the 1,000—was aware that this 
program originates live. Person to Per- 
son seems to have about as equally a 
strong identification as a live produc- 
tion. It should be remembered, how- 
ever, that the formats of both programs 
emphasize their being carried live. 

The closest margin came for The 
Red Skelton Show. Almost as many 
people—some 48.9 per cent—incor- 
rectly identified it as a film show as 
those—51.1 per cent—who knew it to 
be live. 

The next question in the special 
Pulse study was also divided into two 
parts. The first was, “Do you prefer 
to watch a program that is live or 
on film?” Given the opportunity to 
choose one or the other, the people 
were then asked, “What is your reason 
for this preference?” 





QUESTION 2: “Do you prefer to 
watch a program that is live or 


film?” 


Live 511 51.1% 
Film 73 7.3 
No preference 416 41.6 
Total tv homes 

interviewed 1000 =6100 








of information. A startlingly strong 
percentage—41.6 per cent— indicated 
they have “no preference.” The figure 
is dangerously close to that for the 
people who prefer live action. Clearly, 
it indicates that live programs do not 
necessarily have the advantage that a 
first glance suggests. 

Nevertheless, the reasons given for 
these attitudes prove very provocative. 
Judged from them, the tv audience 


(Continued on page 56) 











QUESTION 3: “What is your reason for this preference?” 

live film no opinion 
More natural and 
spontaneous 237 46.4% 3 4.1% —_-_ — 
More detail, depth 
and perspective + 8 35 47.9 —_-_ — 
More enjoyable 47 9.2 6 8.2 —_- — 
More interesting 25 4.9 ll 15.1 —_-_ — 
More personal appeal 32 6.3 — — —_-_ — 
Clearer picture 155 30.4 3 4.1 —_-_ — 
Better programs 51 10.0 21 288 _- — 
Films repeated too often 1 2 ~- -- — 
Depends on program 1 2 — — 79 19.0% | 
Costs more 1 2 -- — —_-_ — 
Hard to tell the 
difference -- -- -= -— 16 3.8 
It doesn’t matter — -- oa -—— 82 19.7 | 
No specific reason is 29 4 $5 239 57.5 | 
Total responses 569 111.5* 83 113.7* 4161000 | 
Total respondents 511 73 416 
*Total over 100% because of multiple responses 
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To help children, 

stars like 

Eydie Gorme (I), 
Hal Leroy (next) and 
Leo Carillo (r) 


perform on WHAS-TV 


Louisville station finds 


ade without armor 














a way to turn telethon’s power to aid of home town needy 


ve stations have generously con- 
tributed expensive talent and 
costly airtime to the public service tele- 
casts known as telethons. But relatively 
few have been able to convert their— 
and their audience’s—local generosity 
into noticeable, local results. Too often 
the story ends when a check is written 
to the national charity for which the 
funds were raised. 


In fact, both stations and viewers 
are becoming wary of on-the-air fund 
raising. For, while 90 per cent of the 
nation’s stations have tried telethons 
at least once, 35 per cent are now un- 
alterably opposed to them “in any 
form” (“Money Marathons,” Tv AGE, 
April, 1955). And at least a fourth of 
the remaining 65 per cent said they 
would not hold another. 

In the meantime, however, one sta- 
tion has found its answer to the prob- 
lem. WHAS-TV Louisville has investi- 
gated its solution, tested it on the air 
and now is repeating it as an annual 
event. The station calls its telethon, 
Crusade for Children. 

WHAS-TV has a simple, common- 
sense approach which, vice president 
and director Victor A. Sholis explains, 
is responsible for the success of the 
project. 

First, instead of being reserved for 
a national cause with funds being 
spread thinly and, frequently, remote- 
ly, the WHAS-TV program is strictly 
local. Money collected from the sta- 
tion’s coverage area in Kentucky and 


southern Indiana is spent in the same 
section. The only costs deducted are 
those for staging the program, a re- 
markably low 8 per cent of the funds 
raised last year. 

Second, the program is intended to 
benefit children. Instead of focusing 
on a single cause—such as cerebral 
palsey, the heart fund or what have 
you—the benefit telecast is for all 
mentally and physically handicapped 
children. WHAS-TV questions devoting 
all the facilities of a mass-communica- 
tions medium to any single cause, no 
matter how worthy, when that cause 
represents only a limited segment of 
the medical problems involving chil- 
dren. 


Telethon Entertaining 


Third, the actual telethon, a 16-hour 
program, is entertaining, but is also 
kept rigidly to the goal of raising 
money. Name performers are usually 
imported for the Crusade for Children, 
but they take second billing to the 
cause. “They add excitement and 
glamor to the affair,” Mr. Sholis says. 
“We want the audience to be enter- 
tained, and that can be accomplished 
without sacrifice of our basic purpose, 
to raise as much money as possible at 
the lowest possible cost. That’s why the 
entire 16-hour revolves 
around our own staff as ‘emcees,’ with 


simulcast 


the visiting stars appearing as our 
guests.” 
Fourth, the entire project seems to 


have gained automatic public accept- 
ance because of the stature and ability 
of the people associated with it. Since 
the Crusade is intended for local help, 
WHAS-TV sought five local and trusted 
civic leaders to allocate all funds col- 
lected. The station didn’t have far to 
look, for it had five leading clergymen 
on the WHAS radio program, The Moral 
Side of the News. The group includes 
a Roman Catholic, a Jew, a Baptist, 
a Presbyterian and a Unitarian. The 
broadcasting experience of these men 
helped them very much in the final 
aspect of the WHAS-Tv formula. 

That aspect is a detailed accounting 
to the community of exactly where the 
money is spent. The five clergymen go 
on both WHAS and WHAS-TV to give an 
hour-long report on the organizations 
that apply for aid, what they need the 
money for and how much they receive. 
The stations also take a full-page news- 
paper advertisement to furnish a brief 
balance sheet and a detailed statement 
—in black and white—of the purposes 
for which the money has been as- 
signed. Both the simulcast and news- 
paper reports are followed by quarter- 
ly reports from the recipients on their 
stewardship of the grants. 

The accomplishment is a remark- 
able one, both in terms of money col- 
lected and organizations helped. In 
his report on the 1955 Crusade, for 
instance, Barry Bingham, president of 
wuHas, Inc., thanked the clergyman- 
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se" goods and toy manufac- 
turers and dealers are just begin- 
ning to discover that television offers 
them the most effective of all sales 
opportunities—a chance to demon- 
strate their merchandise in the living 
rooms of their prospects. 

The eye appeal of a new shotgun, 
an outboard motor or a glistening 
string of finny beauties just pulled 
from a Wisconsin lake has few com- 
petitors for Dad’s attention. And for 
Junior, usually the most avid of all tv 
viewers, the sight of a toy burp gun, 
a mechanical airplane, or a scale model 
train is just as great. 

Television is the only medium that 
offers the advertiser the advantages of 
demonstration without taking the mer- 
chandise on a door-to-door tour of his 
sales territory. 

A few short years ago the amount 
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of sporting goods and toy advertising 
on television was negligible. But last 
year it started to climb. And with the 
summer and vacation sporting-goods 
season just beginning, to be followed 
by the winter sports and toy season, 
1956 will see the television billing 
totals more than double those of a 
year ago. 


$11 Million on Ads 


Last year sporting goods and toy 
manufacturers spent more than $11 
million on national advertising in 
magazines, newspapers, network radio 
and network television. The year be- 
fore this overall total was about $10 
million. 

In 1954 the network television total 
came to only $120,000 for the year, 
according to Publishers Information 
Bureau, but last year this had jumped 


to $697,000—over five times as much. 

At the same time national spot tele- 
vision had increased from a negligible 
amount in 1954 to more than $1.25 
million in 1955, bringing the television 
total last year to nearly $2 million. 

In 1956 this total will be about the 
same in network television but will 
probably more than double in national 


, spot, bringing the overall total spent 


on a national and regional basis by 
sporting goods and toy manufacturers 
to more than $3 million. 

To this impressive total may be 
added a considerable amount of local 
sporting goods and toy advertising 
which may bring the final total for tv 
to around $3.5 million in 1956. This is 
2 phenomenal growth compared to the 
fairly static budgets of tv’s chief media 
competitors—newspapers and maga- 
zines. ; 








The reason for this increase is to be 
found in sales—sales directly traceable 
to the impact of the visual medium. 

Among the first subdivisions to 
profit from the discovery that televi- 
sion is a natural salesman for sporting 
goods are outboard motor manufac- 
turers and dealers. 

Evinrude, with its system of co-op 
advertising, has been in television more 
than a year. KHOL-Tv Holdrege, Neb., 
reports a number of dealers participat- 
ing in the spot schedule running in 
that market. Several of these have re- 
ported increased sales. Hilsabeck’s 
Sporting Goods in Holdrege saw a 
“substantial” increase after the televi- 
sion spots went on the air. 


Johnson Likes Tv 


Johnson also has had considerable 
success with tv advertising. Hatfield 
Hardware and Sporting Goods Co., 
dealers for Johnson Sea Horse out- 
board motors in the St. Joseph, Mo., 
area, saw sales spurt to 167 per cent 
above the national average after the 
company began sponsorship of a 15- 
minute weekly sports program. 

Chris Craft is using television in 
several areas for its large line of pleas- 
ure and fishing boats and boat kits. 
Distributors in the Bellingham, Wash.- 
Vancouver, B. C., area have been using 
Kvos-Tv with considerable 

Colin Fitzgerald, manager of Chris 
Craft Sales and Service Ltd., Van- 
couver, users of spot announcements on 
KVOS-TV as well as other advertising 
media, says: “As soon as our con- 
tracts with other media have run out, 
we intend to increase our spots. By 
comparison we have quite definitely 
received our greatest benefits from 
our tv advertising.” 

The toy industry as a whole was 
quicker to discover the advantages of 


success. 


television advertising for its products 
than the sporting goods manufac- 
turers. The seasonal Christmas tv ad- 
vertising has been brisk for several 
years and in 1955 a trend developed 
toward year-round promotion of toys 
to win a larger share of the steady 
nonseasonal toy market. 

One toy maker, Mattell, Inc., has 
sold nearly a million toy burp guns 
through its quarter-hour sponsorship 
of the Mickey Mouse Club (5:30-45 
p-m., alt. Wed.) on ABC-TV. 

Since the burp gun was something 
new and the only way to create a de- 
mand was to let children see it demon- 
strated, tv proved the ideal medium. 
Believers in the year-round selling ap- 
proach, Mattel and its agency, Carson 
Roberts Inc., bought the ABC-TV 
children’s show in the early fall of 
1955. By November they had sold every 
burp gun in stock and as many more 
as they could manufacture by working 
overtime shifts. Since the toy retails at 
$3.98, the volume on the one item 
came close to $4 million. 

Both the Toy Manufacturers. Assn. 
and the Toy Guidance Council are well 
aware of the value of television as an 
advertising medium (“Telling the Toy 
Story,” Tv AGE, March 1955). 

Last year the Toy Guidance Council 
spent $300,000 to put its series of 13 
15-minute films featuring Paul Win- 
chell and Jerry Mahoney into 60 mar- 
kets. So successful was the plan that 
this year the group plans to go into 
100 markets with a similar 15-minute 
film, this time starring Jimmy Nelson, 
another ventriloquist. The film will be 
titled Toyland Express and the agency, 
Friend-Reiss, N. Y., will be buying 
time early this fall. 

Just before the annual Toy Fair in 
New York last spring, American 
Character Doll Co., one of the nation’s 


major doll makers, conducted an in- 
dustry survey of 3,000 toy dealers on 
their opinions of television as an ad- 
vertising medium. A 25-per-cent return 
convinced Herbert 


Character Doll’s executive vice presi- 


Brock, American 


dent, that television “is the only effec- 
tive medium through which we toy 
people can reach the ultimate con- 
sumer—the child in the 2-10 age 
group.” 

While there have been a few net- 
work exceptions to prove the rule, the 
major portion of toy manufacturer 
advertising has been on a regional 
spot basis. Such firms as Parker 
Brothers, for their line of games; James 
Industries, for their Slinky Toy; Sel- 
chow and Richter, for their games; 
Wilkening Manufacturing for their Mr. 
Wiggle Toy, and many others have 
bought spots and programs on a 
regional basis. 


Mages an Example 
Although | this 


advertising placed by the manufac- 


regional television 
turers is an important segment of the 
overall total it is no more important 
than the business available from the 
retail distributors themselves. 

Mages Sporting Goods Co., Chicago, 
through a vigorous advertising policy 
in television and other media has 
grown from two stores in 1948 with 
net sales of $864,000 to nine stores. 
Last year the net sales were $4,398,- 
000. Morris H. Mages, treasurer of the 
company who handles the advertising, 
says: “There’s no question about it, 
television will occupy a healthy part 
of our advertising dollar. Per dollar 
spent, and everything else being equal, 
we realize a much greater success from 
it than any other media.” 

The Mages advertising budget is 
(Continued on page 58) 
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Along with champagne, 


Sales pop at Petri 


Oo ne question, lost in the floodtide 
of success stories which have 
marked the use of tv by major ac- 
counts, may well be answered before 
the year’s end: Is television the final 
answer for the medium-sized company 
whose history in other media has been 
a cautious story of looking, testing— 
and darting out again? 

This year, for the first time in the 
20-year history of California wine 
merchandising, an important marketer 
of a popular brand has placed most of 
his sun-drenched chips on the magic 
of television. Louis Petri, young head 
of the Petri Wine Co. and acknowl- 
edged to be to wine selling what Jim 
Brady was to diamonds in his day, last 
fall put a tycoon’s share of his six- 
figured advertising appropriation for 
1955-56 into television. 

The total budget, estimated to be 
about $250,000, may allot as much as 
90 per cent to the television effort, 
according to west coast tv sales rep- 
resentatives. And, of course, that action 
was taken only after the Petri Wine 
Co. had earlier made test forays into 
spot placement. 

The campaign calls for sponsoring 
programs in major wine centers, with 
Petri an alternate sponsor of Water- 
front in New York and Chicago and 
tied to The Count of Monte Cristo and 
Gangbusters in San Francisco. But the 
emphasis is being placed on spot. In 
New York, Petri makes almost one-a- 
day use of tv, a schedule that is about 
matched in San Francisco. In other 
portions of California where sales 
and distributor organization justify the 
cost, Petri uses spot in cities like 
Salinas, Eureka and Fresno. In the 
Pacific northwest, where early-repeal 








this famous vintner uses television commercials to launch his season 


regulations against hard liquors built 
a market that has remained loyal to 
wine, Petri places spot in Spokane, 
Seattle and Portland. And the company 
also buys in selected markets like 
Philadelphia and Pittsburgh, plus sev- 
eral cities in Ohio and Florida. 

The ups and downs of brand leader- 
ship are especially apparent in the 
wine industry. Wine is still the step- 
child of American consumer products, 
unaccepted by the vast mass markets. 
Although millions of dollars have been 
spent on wine and wine-brand advertis- 
ing each year, per-capita consumption 
in the United States is not appreciably 
higher now than it was in the first few 
years following repeal. It has been 
reported that, while the average French- 
man consumes 36 gallons of wine an- 
nually, the American average is only 
nine-tenths of a gallon. 

Interestingly, however, during the 
first two months of 1956, more than 95 
per cent of all wines consumed in the 
United States were American-made. 
Surveys also indicate that, whereas 
men once purchased most of the wine, 
more and more women are now doing 
the buying. 

Until now, no vintner had made a 
really clean break with the old methods 
of so-called institutional advertising— 
using as many media in as many mar- 
kets as possible, spreading modest 
budgets thin and perhaps exerting an 
extra effort on seasonal promotions. 

Major liquor distillers have long 
followed the same pattern with their 
advertising, except that they switch 
brands around in individual markets 
to keep up the speed of shelf-move- 
ment. But winemen, with their proud 
heritage, insist on holding to the 


original names under which they have 
always bottled their output. Further, 
their efforts are limited by the rules 
and regulations by which all states 
seem to restrict liquor-product adver- 
tising. Because of these confines within 
which vintners operate, the slightest 
change in distribution method by any 
one firm or any aggressive innovations 
are apt to result in a sudden and im- 
portant change in brand status. As a 
result, winemen guard jealously their 
individual accomplishments, watch 
each other’s actions like thirsty camels 
and end up sticking to the middle-of- 
the-road identification pattern. 
Although the Petri Wine Co. ranks 


among the top five in the California 





Louis Petri Bob 


industry, neither Petri nor its agency, 
Young & Rubicam of San Francisco, 
expect the company’s plunge into tv 
to effect an extreme change in this 
over-all pattern of wine merchandising. 
Both already admit, that 
where television has been used, a “new 


however, 


> movement of 


and most encouraging’ 
Petri products has occurred. 

There are two main facets to the 
Petri tv campaign. The first object is 
to develop a sufficiently increased de- 
mand to make the high tv investment 


worthwhile. Petri figures the best way 


Sherry 


to do that, at the start, is to concentrate 
on major cities. The second purpose is 
to encourage day-to-day consumption. 
As a result, commercials are designed 
to educate non-users in cooking with 
wine and in thinking of wine as an 
important part of gourmet dining. 

Within each market, the effort has 
been to pick commercial time that 
would make it possible to do a real 
sales job for the product—not merely 
quick brand-identification. Full-min- 
ute commercials do a serious selling 
job, utilizing a mature approach so as 
to appeal to both male and female 
viewers. 

And Petri prefers to de its spots live, 


local 


using well-known announcers 





Ed Roberts 


wherever possible. Three of its leading 
tv salesmen are Ed Roberts in Chicago, 
Bob Sherry in New York and Del 
Courtney, San Francisco. The com- 
mercials are unique in that local offices 
of Young & Rubicam create all copy 
for local use. That means copywriters, 
acquainted with the feel of their respec- 
tive markets, make it possible for the 
Petri announcers to do a more intimate 
selling job. Using local announcers 
gives the sponsor a further dividend: 
It means well known personalities are 


(Continued on page 71) 
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HIGHER 


RATINGS 


Feb. 1956 ARB Shreveport Area Survey 
LEADING in 2212 


morning quarter hours. 


LEADING in 4512 
afternoon quarter hours. 


LEADING in 51 
nighttime quarter hours. 


GREATER 


COVERAGE 


KTBS-TV Channel 3, Shreveport, 
Louisiana, covers 44 counties in 
Louisiana, east Texas and south 
Arkansas. Population 1,351,700; 
set count 249,895. 


MORE 


VIEWERS 
PER DOLLAR 


55% of the viewing audience from 
sign-on time to 12 noon. 


82% of the weekday afternoon 
audience. 


72% of the nighttime NBC audi- 
ence in the Shreveport area. 


MAXIMUM POWER 


KTBS° TV 


CHANNEL 


SHREVEPORT 
LOUISIANA 


E. NEWTON WRAY, President & Gen‘! Mgr. 


NBC and ABC 





Represented by 
Edward Petry & Co., Inc. 





56 July 1956, Television Age 








Live (Continued from page 49) 


today is watching its picture with a 
sharp, technical eye. For instance, 
some 30 per cent of those who prefer 
live feel that it gives a clearer picture 
(see question 3). Of those who prefer 
filmed shows, 47.9 per cent said it was 
because of film’s delivering “more de- 
tail, depth and perspective.” Another 





QUESTION 4: “Does the fact that 
a program may be ‘live’ or ‘film’ 
play any part in determining 
whether you watch it?” 


Yes 167 16.7% 
No 833 83.3 
Total tv homes 

interviewed 1000 =100 











28.8 per cent felt film offers “better 
programs,” perhaps in reference to 
varied angles, outdoor shots and a lack 
of mistakes that are characteristic of a 
film show. Further, only 3.8 of those 
with “no opinion” said it was because 
they found it “hard to tell the differ- 
ence.” 

The greatest argument on behalf of a 
live program seemed that it is “more 
natural and spontaneous.” (Only 19 
per cent of the “no-opinion” group had 
qualified their answers by saying, “It 
depends on the program.” ) 

The answers up to that point were 





QUESTION 5: “Jf ‘yes’, will you 
please explain what you mean?” 


Prefer to see 


live show 45 26.9% 
Live show more 

natural 39 23.3 
Live show more 

personal 4 2.4 


Live show more 
like stage show 6 3.6 


Live show better 


than film 27 16.2 
Better reception 

when live 8 4.8 
Like Gleason 

better live ll 6.6 


Some films too old 3 1.8 
Films not clear 


enough 1 6 
Like films better 14 8.4 
No specific reason 9 5.4 


Total respondents who 
answered “yes” 167 


100 











checked, so to speak, by the next ques- 
tion asked by The Pulse researchers: 
“Does the fact that a program may be 
‘live’ or ‘film’ play any part in deter- 
mining whether you watch it?” Then, 
to be certain, the interviewers asked, 
“Would you please explain what you 
mean?” 

The previous inference—that the ap- 
parently major preference for film was 
not so important as it had seemed at 
first glance—is borne out by the an- 
swers to this question. More people 
gave the same answer to this question 
than to any other in the entire study. 
Some 833 people, or 83.3 per cent, 
said that it does not make any differ- 
ence whether the program is “live” or 
on film (see question 4). 

What did they mean? Well, 44.6 per 
cent of the 833 could give no specific 
reason. Others answered as follows: 
22.3 per cent didn’t care, “as long as 





QUESTION 6: “Jf ‘no’, will you 
please explain what you mean?” 
Depends on 

program 135 16.2% 
Hard to tell the 

difference 21 2.5 
Shows are the 

same 120 «14.4 
As long as it’s 

enjoyable 186 = 22.3 
No specific reason 371 44.6 
Total respondents who 
answered “No” 833 100 











it’s enjoyable”; 16.2 per cent indi- 
cated it “depends on the program”; 
14.4 per cent remarked that “shows are 
the same.” Again, only a slight minor- 
ity—21 people out of 833—said it’s 
hard to tell the difference (see ques- 
tion 6). 

Of the 167 people who felt the film- 
live factor affected their watching a 
program (see question 4), 26.9 per 
cent said simply they “prefer to see a 
live show.” 

Projecting all the answers, The Pulse 
survey seems to indicate several basic 
points. First, the audience is very 
aware of a show's being either live or 
on film; people seem to have developed 
a technical interest in the technicalities 
of tv. And, whereas a live performance 
seems to carry a greater impact—for 
psychological reasons?—in the final 
analysis the tv audience will watch 
whatever programs it considers good 
—regardless of their origin. 













The Rugged 


Courage.. 


The rugged courage of such heroes as Robert 
E. Lee, J.E.B. Stuart, “Stonewall” Jackson 
vitalizes the inheritance behind our expanding, 
industrial South. Today’s economic growth stems 
similarly from the courage and vision of modern 
leaders who link the traditions of the old South 
and aggressive progress of the new. 


WRVA-TV — Richmond’s own (and newest) 
television station— forges another bond in this 
strengthening chain. Closely tied to Richmond tradition 
for over 30 years through long-respected WRVA 
Radio, WRVA-TYV continues the finest standards of 
creative leadership, imaginative programming, 
community service through experienced, competent 
and responsible management. 
WRVA-TYV belongs to Richmond. Its highest aim will be 
to earn the continuing loyalty of Richmond viewers. 


Represented nationally by Harrington, Righter and Parsons, Inc. 


ws WRVA-TV 


Richmond, Va. ] 2 
CBS Basic Channel al 


C. T. Lucy, President Barron Howard, Vice President and General Manager James D. Clark, Jr., Sales Manager 
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Sport (Continued from page 53) 


$500,000 annually, $200,000 of which 
goes into feature films on wGN-Tv Chi- 
cago. Stock of the firm is listed on the 
Toronto Stock Exchange and has been 
approved for listing on the American 
Exchange as this article goes to press. 
This will be the first time a retail sport- 
ing goods store has been listed on the 
American Exchange. 

The local sporting goods and toy 
advertising dealer has only begun to 
use tv and the possibilities for his 
greater use of it are great. Many of the 
more conservative dealers, convinced 
by the tv success of retailers in the 
same line in other markets, are this 
year investigating the possibilities of 
television advertising in their own 
areas. 

Following, in alphabetical order, are 
a number of typical examples of both 
sporting goods and toy distributors who 
have used television locally with suc- 
cess: 

e Beha’s Bait Shop, Parkersburg, 
W. Va., has had considerable success 
co-sponsoring the wrap Parkersburg 
Tv Hunting and Fishing Club every 
Wednesday from 10:30 to 11 p.m. 
The sports show is emceed by Glenn 
Fleming, outdoor editor of the local 





Bob Horstman, emcee of Here’s the 
Life 15-minute Friday night program 
on KFEQ-TV St. Joseph, receives an 
award from the Missouri Conservation 
Commission from Dan Saults, left, 
chief of the Information section of the 
Missouri 


Commission. 
The pragram is sponsored by Hatfield 
Hardware and Sporting Goods Co. of 
St. Joseph. 


Conservation 
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newspaper. On-the-air appearance by 
the sponsors and other sports figures 
are featured on the show. A fishing con- 
test tied in with the program has been 
quite successful. John Beha, owner of 
the shop, has expressed satisfaction 
with results and recently renewed his 
contract with the station. 

e Chris Craft Sales & Service, Van- 
couver, B. C., is using television spot 
announcements for the second year on 
Kvos-Tv Bellingham. Colin  Fitz- 
gerald, manager of the company, says: 
“Our direct sales results have been 
gratifying, indeed. We have on file four 
sales of Chris-Craft cruisers, amount- 
ing to over $80,000 altogether, that 
came to us as a direct result of our 
advertising over Kvos-Tv. The calls 
were made the day following an ad 
and references in each case gave tv as 
the source. There have been countless 
other sales in the lower priced kit 
boats, too.” 

Mr. Fitzgerald says, as noted above, 
the Chris Craft Sales & Service Co. 
plans to increase its television spots 
as soon as their contracts run out with 
other advertising media. 


Winter Sports Pushed 


e Codding & Wietzel Sports Center, 
Reno, sponsors Ski Time, half-hour 
weekly show on KTzv Reno, advertising 
its line of winter merchandise during 
26 weeks of the year. For 13 weeks in 
the spring and summer the firm spon- 
sors Sports Time, a 15-minute program 
on the same station, promoting its line 
of summer merchandise. 

e Goebel and Brown Sporting 
Goods, Grand Rapids, although it is a 
low-budget local firm, is well pleased 
with the results it has been able to 
attain by the use of tv. 

Concentrating their woop-tv sched- 
ule into the three weeks before Christ- 
mas last year, they were able to in- 
crease sales for the month 15-per cent 
over the same period a year earlier, 
even though 1954 sales had set a new 
high. Goebel and Brown scheduled 13 
spot announcements during the period, 
aiming their appeal almost entirely at 
women and children. 

“Men are notoriously sports minded 
and don’t have to be sold on the idea 
of buying sports equipment,” says 
Steve Reynolds, sales and advertising 
manager. “They merely need reminders 
of where to buy. Our greatest success 





Sports Director Chuck Faber of wrvo 


Rockford is sponsored by several 
sporting goods dealers. Among the 
more important are Pla-More and 


Rockford Sports Center. 


comes from aiming our advertising 
toward children and women.” 

“For example,” Mr. Reynolds con- 
tinues, “we had several announcements 
in and around woop-tv’s Buckaroo 
Rodeo show and the Mickey Mouse 
Club and almost immediately sold 20 
dozen flying saucer disc sleds. 

The sales manager cited other sim- 
ilar examples of children’s interest in 
sporting goods and toys offered on 
television. When pogo sticks were fea- 
tured parents who didn’t know what 
a pogo stick was came in to inquire 
about them and to buy. 

Mr. Reynolds believes in concen- 
trating the store’s advertising budget 
in the spring and fall season. He likes 
to pound away at the idea that Goebel 
and Brown are sports experts, able to 
advise women on what brands the men 
prefer. The store bought spots around 
Steve Allen’s Tonight and other net- 
work shows where time was available. 

e Harbuck & Womack, Shreveport, 
does an annual gross of between $500,- 
000 and $750,000. They divide their 
$1,200 monthly budget among news- 
papers, school magazines and _ tele- 
vision with the latter getting about 25 
per cent. 

The firm has used television since 
1954 when they sponsored a regular 
weekly 15-minute sports program on 
KTBS-TV Shreveport. 

(Continued on page 61) 
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JUST RELEASED! Here's Jack Webb, your man for top ratings!... 
and Bapce 714, the program that proved re-runs can be great. 


39 N EW EPISODES As “DraGNeET,”’ it is the highest-rated* mystery show on network 


television today. As BADGE 714 its spectacular success 
OF BADGE 714 = continues in market after market (see latest available arB 

Ratings below)! Get the sure way to big audiences and 

increased sales — get Bapcer 714. Sign up now for first-run 


syndication sponsorship in your markets. 


OLUMBIA, S. C.—37.9 


RAPIDS-KAL.—33.3 KANSAS CITY—21.6 : BOCK 22. OKLAHOMA CITY—27 





Programs for 


All Stations— 







All Sponsors 


NBC 


TELEVISION | 
FILMS 





SOUTH BEND-ELK.—25.1 


663 Fifth Avenue in New York; Merchandise Mart in Chicago; Taft Building in Hollywood. In Canada: RCA Victor, 225, Mutual Street, Toronto 


*Average Audience — Nielsen Television Index, first report May-5 





eet, Toronto 
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Last year two weeks after adver- 
tising began on KTBS-Tv the store had 
sold out its entire stock of children’s 
football equipment. The company plans 
to expand its television budget. 

e Harry’s Toyland, Rockford, IIL., 
has two small retail stores, one on the 
east and one on the west side of town. 
The first use of television came in De- 
cember 1953, three months after WREX- 
Tv Rockford went on the air. The 
program on the station was a 15- 
minute, live studio show called Santa’s 
Workshop and appeared five days a 
week for the three weeks before Christ- 
mas. Success was immediate. Harry A. 
Greenberg, owner, says that “the results 
from my Santa’s Workshop program 
were fantastic.” 

The company has been a constant 
advertiser on WREX-TV ever since that 
initial Christmas program. Their cam- 
paigns have consisted of weekly spots 
and a 15-minute children’s program, 
Toyland Adventure. 


Sporting Goods and Toys 


e Hatfield Hardware and Sporting 
Goods, St. Joseph, Mo., is the largest 
sporting goods, hardware and toy store 
in the St. Joseph marketing area. 
Owned and operated by Harold and 
Newton Hatfield, the store has been 
using KFEQ-TV almost immediately 
after the station went on the air in 
October 1953. The brothers sponsor 
Here’s the Life, a 15-minute Friday 
night program, emceed and produced 
by Bob Horstman, KFEQ 
director. 


sports 


The program is presented in co- 
operation with the Missouri Conserva- 
tion Commission and gives particular 
attention to seasonal sports, fishing, 
hunting, forest and wild life conserva- 
tion. A number of conservation agents 
have been interviewed. The program 
has been successful from the first as 
a means of selling Hatfield Hardware 
and Sporting Goods merchandise. 

One of the greatest successes was 
with Johnson Sea Horse outboard 
motors. When they were first intro- 
duced on the program, motor sales 
were very slow. Today Hatfield sales 
of Sea Horse motors are 167 per cent 
above the national average. As Newton 
Hatfield, advertising manager of the 








Simulated store backgrounds are used for the Mages Sporting Goods Co. com- 
mercials on WGN-TV Chicago. Here Morris Mages (1), treasurer and advertising 
manager of the firm, watches as Jack Brickhouse, WGN-TV announcer, interviews 
baseball star Andy Pafko. Mages spends $200,000 a year in tv. 


firm, points out, this is a remarkable 
record considering “we don’t have 
anything but the Missouri River on 
which to use these outfits.” 

When a new model Winchester rifle 
was featured on Here’s the Life, more 
than 80 were sold within two months, 
in addition to greatly increased sales 
of other models. During the last Christ- 
mas season toys were featured on the 
program for the last three weeks. In 
addition, a half-hour Toy Spectacular 
was produced by Bob Horstman on the 
station. The end result of the toy ad- 
vertising was that Hatfield’s toy busi- 
ness was three times as great as the 
year before. 

Newton Hatfield says he not only 
intends to stay with television but ex- 
pects to increase his tv budget. “This 
is the media that we can see pay off,” 
he avers. 

e Johney’s Hobby House, of Char- 
lotte, N. C., which occupies 8,000 
square feet of floor space and employs 
35 sales people during its peak season, 
was able to double its business on 
some of its feature items by use of 
television During _ the 
fourth quarter last year the store co- 


advertising. 


sponsored a weekly quarter hour on 
wBTVv Charlotte (6:15-6:30 p.m.). “All 
the items we featured sold very well,” 
says Mr. Vogler, “and store traffic was 
the greatest in our history, but our 
most amazing single success was the 
Magic Designer—affectionately called 
the ‘Doodle-De-Boop’ in these parts. 





With only two commercials on WBTV 
and no other advertising we sold 
3,380 Magic Designers, a $2.98 item. 
Needless to say, we are extremely 
pleased with these results.” Kincaid- 
Chandlee Advertising, of Charlotte, is 
the hobby house agency. 

e Kresge Co., Sioux City, partici- 
pated in a before-Christmas program 
on KVTV Sioux City which consisted of 
a tour, via tv, of the local stores taking 
part in the program. As a result of one 
spot announcement 42 dozen $1.79 
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...why almost everyone in the Hartford- New 
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. why WKNB-TV packs such a powerful ad- 
vertising wallop . . . over 375,000 sets . . . 93% 
saturation in Hartford County. 
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leading independent music- 
news-sports station in Hart- 
ford County. Broadcasts alli 
Yankee games. 
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Sport (Continued from page 61) 
wind-up toy cars were sold within one 
week in the store in Sioux City. The 
advertising manager said that the total 
sales represented five times the average 
turnover. 


department store of 
Wilkes-Barre has found television par- 
ticularly effective in promoting its toy 
department. Via the Buckskin Jim pro- 
gram on wiLk-tv Wilkes-Barre, items 
from stock are introduced on the show 
and given to each of the eight children 
who participate in the WILK-Tv studios. 
Mrs. Clara Jones of Kresge’s reports 
that sales of these items have increased 
markedly and sales of the entire toy 
department have strengthened. 


e Kresge’s 


Christmas Program 


e Kurland’s variety store, Sioux 
City, was quite successful with its par- 
ticipation in the Kvtv Let’s Go Christ- 
mas Shopping program. “We had a 
large toy stock to move,” the manager 
said recently, “and tv helped us move 
it. People were waiting at the door 
the next day,” after the program. 


e Loves Park Sporting Goods, Loves 
Park, Ill., began using 60-second spot 
announcements on WREX-Tv Rockford 
in the spring of 1954. The campaign 
has been so successful the company 
has been a steady advertiser since. 

Robert M. Wilson, owner of the store, 
says, “Our advertising budget is small 
and we have to make every penny 
count, but our spots on WREX-TV have 
really paid off for us. We’re convinced 
that we can feel merchandise move 
after we’ve plugged it on one of our 
feature spots. When we break down the 
cost per sale, we find that advertising 
on tv costs us less than any other form 
we have ever used.” 

A recent rod and reel commercial 
brought this comment from Mr. 
Wilson:..“You surely gave the Shake- 
speare Reel and Mohawk Fiber Glass 
Rod an appealing pitch. We sold out 
the next day.” 

e Mackey’s Sporting Goods, large 
Abilene firm, increased volume 37 per 
cent in 1955 after it cancelled other 
media at the end of 1954 and put ad- 
vertising effort into tv spot announce- 
ments on KRBC-Tv Abilene. “We get 
better distribution of all lines by using 
television,” says Mr. Mackey Gray, 





After Mackey’s Sporting Goods, of Abilene, increased volume 37 per cent in 1955 
by using television as its exclusive advertising medium the store was rearranged 
to make it possible for KRBC-TV cameras to show large areas of displays. Here’s 


one view of the store. 


owner of the company. “Sporting goods 
lends itself to tv advertising both from 
an institutional and from 
tional point of view.” 


a promo- 


Three one-minute spots a week are 
used—some are live and some sound 
Last Christmas two 10- 
minute shows were used to allow time 
to demonstrate holiday merchandise. 
This spring when Texas had an unusual 


over slide. 


cold spell at a season that is usually 
warm in the state Mr. Gray had 
ordered a live spot to show a boat and 
motor. The night before the spot the 
entire area suffered an ice storm with 
three inches of snow topping a coating 
of sleet. Although Mr. Gray was kidded 
quite a bit about his “timely adver- 
tising,” the morning after the spot was 
shown a young man and his father 
waded through the slush and bought 
the boat and motor. A few days later 
they came back and bought the trailer 
to go with it. 

e Mages Sporting Goods Co., with 
eight sporting goods stores in Illinois 
and one in Hammond, Ind., uses fea- 
ture film on weNn-Ttv Chicago as the 
most important segment of its $500,000 
annual advertising budget. 

Mages was incorporated May 6, 
1947 as Mages Sports Stores. This was 
changed to the present name in 1950. 
The officers and principal stockholders 
are brothers. Irving H. Mages is pres- 
ident of the corporation, Samuel H. is 








secretary, Morris H. is treasurer and 
Ben A. is a vice president. In 1948 
there were two stores and sales ran to 
$864,000. By 1949 the brothers had 
three stores and sales mounted to $1,- 
424,000 and by 1951 another store was 
added, bringing the sales total to $2,- 
043,000. 

It was during this period that Morris 
Mages, after consultation with Arthur 
Holland of the Malcolm-Howard Ad- 

(Continued on page 64) 
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Sport (Continued from page 63) 


verusing agency, decided to enter tele- 
vision and bought the 10 p.m. top qual- 
ity feature film on weNn-Tv. The type 
of film varies from westerns and ad- 
venture to romantic and _ historical 
films. All are shown full length and 
usually run an hour and 45 minutes. 
The first commercial is shown 10 min- 
utes after the film starts and the second 
20 minutes after the first. Jack Brick- 
house, wen-Tv and Chi- 
cago sports telecaster, does the com- 


well-known 


mercials. 
The sales 
because of their theme, which is called 
a “Moment of Madness.” In _ these 
“moments of madness” the firm offers 
terrific price slashes on standard brand 


messages are unusual 


merchandise. Over a period of time 
these specials cover a cross-section of 
the merchandise carried. The first of 
these “moment of madness” specials 
was offered five years ago when a $5 
baseball glove was sold for $1.99. Re- 
sponse was so great that all of the 
stores soon ran out of the gloves but 
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the Mages brothers took the names and 
addresses of those who came late and 
filled their orders at the special price 
as soon as the stock could be re- 
plenished. 

The incident convinced the brothers 
that their commercial format was a 
good one and they have stayed close to 
it since. 

In 1955 with seven stores operating, 
the Mages sales came to $4,398,000. 
With two more stores opened this year 
total sales will go even higher. 

e T. S. Martin Co., a Sioux City 
department store chain unit affiliated 
with the May Co., has found television 
effective in moving particular items of 
merchandise. A recent single 60-second 
participation on Friday’s Kid’s Korner 
on KVTV Sioux City (5:05-5:30 p.m., 
Fri.), which advertised a children’s 
outdoor gym set priced at $29.95, 
offered a $3.95 basketball free, pro- 
vided the customer mentioned seeing 
the tv spot. Twenty-one sets were sold 
on Saturday and an additional 20 on 
Monday. Francis Coy is manager of the 
store which has a $5 to $10 million 
volume Amundson-Bolstein 
Advertising of Sioux City is the agency. 
While the advertising budget is around 
$250,000, only a small percentage of 
this has gone into television up to the 


rating. 


present time. 


Small Store Likes Tv 
e S. B. McMaster, Inc., of Columbia, 


S. C., a relatively small store with an 
annual volume of around $100,000 has 
found tv the best answer to many of 
its advertising problems. The firm was 
purchased by John Cantey last De- 
cember. At the time he took it over no 
advertising was being used but a 
budget was immediately set up allo- 
cating some 40 per cent to tv, 35 per 
cent to radio and the remainder to 
newspaper. The agency is Bradley, 
Graham and Hamby of Columbia. 
Television purchased was a five-min- 
ute weekly weather forecast on WIS-TV 
Columbia (11 p.m. Fri.). On the open- 
ing show a $10.95 rod and reel were 
featured and sales ran to more than 
twice as many as had been anticipated. 
A few weeks later the firm advertised 
a small sailboat selling at $312.00. 
A dozen inquiries produced three sales 
by the following Tuesday and people 
still talk about “the sailboat adver- 
tised on wis-Tv.” “I feel immediate 





Tv Not on Trial 


National advertisers were re- 
minded by the June edition of 
Grey Matter, house publication 
of the Grey Advertising Agency, 
that it’s not quite cricket to look 
at—or blame—the merchandis- 
ing force of television as an auto- 
matic part of the medium, itself. 
Arguing that “television is not 
on trial,” the agency cogently 
pointed out that, like any me- 
dium, tv requires advertising 
skill to use it effectively. And 
advertising’s ability to develop 
effective tv techniques is, as a 
result, an important part of tv 
merchandising. 

Grey Matter also looked ahead 
to the use of color tv as a mass 
sees it as “almost 
ready.” Not only will color tv 
give a major boost to chroma as 


medium, 


? 


a selling force, the agency pre- 
dicts; it will also “give a power- 
ful impetus to color advertising 
in print . . . both magazines and 
newspapers.” 


response on items advertised on tv,” 
Mr. Cantey said recently. “People come 
in and ask for them. I consider tv the 
best possible way to advertise action 
items.” 

Mr. Cantey is planning to double his 
tv schedule, adding another weather- 
cast as soon as one becomes available. 
At present the wIs-Tv weather schedule 
is sold out. 

e Mt. Rose Sporting Goods Co., 
Sierra Sport Shop and the Juenke Gun 
Works, all of Reno, have joined forces 
to share a half hour program, On Tar- 
get, Wednesdays, at 9:30 p.m. on WZTV. 
Although they are classed as compet- 
itors as sports stores, the three shops 
have different inventories and find that 
their joint advertising effort is paying 
off handsomely. Each uses about ten 
minutes of the program. Each has his 
own specialty—one, winter items; an- 
other, fishing and boating equipment, 
and the other, just guns. The sponsors. 
recently renewed for their second year 
on KZTV. 

e Pla-Mor, a large sporting goods: 

(Continued on page 66) 
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Spot 
store in Rockford, Ill., operates outside 
the downtown area, and has used wTvo 


Rockford for more than two years. 
They have been consistent, spending 
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about two-thirds of their advertising 
budget on tv. Most of the balance is 
used for newspaper space. A recent 
offer of a starter set of golf clubs was 
so successful that the offer could not 
be repeated until Pla-Mor could re- 
plenish its stock. All of their sets were 
sold after the first announcement. 

e Rockford Sports Center, Sioux 
City, has also found that consistent 
use of television pays. Sponsoring a 
Chuck Faber sports program on WTVO 
Rockford, this firm, too, offered a 
starter set of golf clubs on a recent 
program and, although the set was 
higher in price than that mentioned 
above, the Center also sold out its 
entire stock of the item. While the 
store had been with the station only 
a short time, it was so pleased with 
results from this offer that it has 
continued to use television as its prin- 
cipal advertising outlet since that time. 


Big Bear Hunt 


e Smith and Lee Sporting Goods 
Stores of Columbus, Ohio, will share 
sponsorship of The Big Bear Hunt on 
wLw-c Columbus sometime later in the 
year. The 13-week film series is being 
shot on Kodiak Island as this article is 
being written and the Big Bear Hunt in 
question is for one or more of the 
famous Kodiak bears. There are also 
some fishing and other hunting activ- 
ities going on which will be shown in 
the film. Dick Von Maur, owner of 
Smith and Lee, is one of the hunters 
in the film, while Jimmy Crum, wLw-c 
sports director, is another. 

The Sportsman, Reno, has a half- 
hour program, Sportsman’s Corner, on 
KzTv Reno, just before the Gillette 
fights on Friday night. It is conducted 
by Chet and Link Piazzo, the owners, 
who bring merchandise from their 
store to show on the program. Travel 
movies are used, making an ideal back- 
ground for the promotion of the sport- 


ing goods items. The films are shown. 


in 10-minute segments and sometimes 
one feature film will continue for as 
long as three weeks. The Piazzos find 
the program is effective from a sales 
standpoint. 

e Stahlmann’s Hardware and 
Winans Hardware, both of Parkers- 
burg, used pre-Christmas participation 
on WTAP Parkersburg so successfully 
that they were soon sold out of the 
toys which were used in the commer- 


cials and had to withdraw their offers. 

e Wilson’s Hobby Shop, a large boat 
distributor in Parkersburg, W. Va., is 
a co-sponsor with Beha’s Bait Shop 
(see above) of the wrap Parkersburg 
Tv Hunting and Fishing Club, emceed 
by Glen Fleming, outdoor editor of the 
Parkersburg newspaper. The format of 
the show, as the title indicates, ties in 
perfectly with the sponsors’ business 
and is further supported by seasonal 
contests. Harry Wilson, owner and 
manager of the hobby shop, has re- 
cently renewed his contract with the 
station. 

e Wilson Sporting Goods Store, 
Rutland, Vt., has found the power of 
television is even greater than the 
manager, Robert S. Franzoni, bar- 
gained for. It started with a call to 
Stuart T. Martin of wcax-Tv Burling- 
ton with an idea that tv might be used 
to sell Geiger counters. 

Mr. Franzoni bought six one-minute 
live spots on a local cowboy show. 
The copy was designed not only to 
show the viewer how Geiger counters 
work but also offered a lesson in its 
operation to each person who visited 
the client’s store. It also promised to 
show what uranium ore looked like. 

Although Mr. Franzoni’s Geiger 
counters sold for $149.50 each and the 
announcements were placed in Class B 
time, within three days the schedule 
cancelled because the Wilson 
Sporting Goods Store’s entire stock of 
40 counters had been sold. Viewers 
drove all, the way from Canada, some 
coming as far as 125 miles, to buy a 
Geiger counter. Since the total amount 
of the sale was $5,980 and the cost of 
the spots was $150, Mr. Franzoni 
figured his advertising cost came to 
only 2.5 per cent. 


was 


e Young Brothers Sporting Goods, 
covering the western Nebraska area 
as both a wholesaler and retailer, is 
using television on KHOL-Tv Kearney 
and its satellite, KHPL-TV Hayes Center. 
Using a~ one-minute spot on the sta- 
tion’s Game of the Week, the store 
advertises a number of items in its 
sporting goods lines. A substantial in- 
crease has been reported, especially in 
sales of Lone Star boats and Evin- 
rude outboard motors, Now the store 
is considering its own 10-minute news 
or sports program in the very near 
future. Mr. Ray Young is the operator 
of Young Brothers ‘Sporting Goods. 
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IN NEW YORK 


the 20th Century Fox-NTA Films 





will be presented on 





serving the nation’s No.1 market 
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THESE DISTINGUISHED 
FILMS WILL BE 


PRESENTED ON 
WATV 


This Above All 


Tyrone Power, Joan Fontaine 





Footlight Serenade 
Betty Grable, John Payne 


Wing And A Prayer 


Don Ameche, Dana Andreus 


The Homestretch 
Cornel Wilde, Maureen O'Hara 


Daisy Kenyon 
Joan Crawford, Dana Andrews 


Foxes Of Harrow 
Rex Harrison, Maureen O’Hara 


The Ox-Bow Incident 
Henry Fonda, Dana Andrews 


How Green Was My Valley 
Walter Pidgeon, Maureen O'Hara 


Kiss Of Death 


Victor Mature, Brian Donlevy 


House On 92nd Street 
Lloyd Nolan, William Eythe 


Centennial Summer 
Jeanne Crain, Cornel Wilde 


Hudson's Bay 
Paul Muni, Gene Tierney 








Petri 


(Continued from page 55) 


on hand to participate in distributor 
and dealer activities. 

Selection of the three above-named 
men was a serious part of the pre- 
liminary work in preparing the Petri 
campaign, with selection made on the 
basis of local popularity and the ability 
to do a serious selling job. 

But that does not mean the com- 
mercials are heavy-handed. Far from 
it. Take sherry on the rocks, for in- 
stance, a drink the industry, itself, is 
promoting heavily via a nationwide, 
campaign. For Petri’s 
explanation, an- 
nouncer Bob Sherry (no relation) is 
shown sitting on a pile of rocks, from 


cooperative 
sherry-on-the-rocks 


which point he carries on the full 
commercial. The message, however, is 
serious business, designed to attract— 
end hold—the non-wine drinker: 

“The Petri folks make about 14 dif- 
ferent kinds of sherry wines,” he says, 
pouring Petri Pale Dry Sherry into a 
glass of ice. “But this one right here is 
really the only kind to use . . . let me 
tell you why.” The sales point is that 
this sherry is much drier than most, 
can be mixed with ice without losing 
its bouquet. “And it’s made especially 
to taste better as it gets colder. ... ” 


Merchandising Plus 

That commercial closes with an also 
first-rate merchandising idea. Viewers 
are shown a small pint bottle of the 
product, and announcer Sherry urges 
them to get the small size first, take it 
home and try sherry on the rocks. 
Then, if they like it, they can make an 
economical second purchase by buying 
a quart-size bottle. 

But taking revolutionary steps to 
market wine is no new departure for 
Louis Petri or his company. Actually, 
the firm was one of the first in the in- 
dustry to hire a top-flight advertising 
agency and to put up the budget to 
step out aggressively in national ad- 
vertising. 

The company has also been steadily 
increasing its wine storage facilities 
since the end of the second world war, 
and Petri, himself, is today the largest 
wine merchant in the world. Petri 
wineries are located at Escalon, 
Madera, Asti, Lodi and Clovis, all 
California wine centers. The overall 
capacity of these extensive facilities 





Wine 

Louis Gomberg, one of the 
nation’s authorities on wine mar- 
keting, wrote in the industry’s 
trade paper, Wines & Vines, re- 
cently: 

“Wine is a strange and wonder- 
ful thing. 

“It inhabits just about every 
stratum of life in nearly every 
civilized land of the globe— 
more widely consumed, perhaps, 
than any other beverage in the 
world, save water. It symbolizes 
the blood of Christ (Catholicism) 
and the joy of living (Judaism) ; 
it comforts the sick and solaces 





the down-trodden; it speeds the 
newly launched ship on its way; 
it is the liquid staff of life to tens 
of millions and enriches the 
gustatory delights of food lovers 
the world over.” 








totes up to 46 million gallons. 

In addition to the Petri label, the 
company owns the Mission Bell Win- 
ery, with its 20-million gallon capacity, 
as well as another of the best-known 
brands in the United States, Mission 
Bell. Petri also distributes Italian Swiss 
Colony Wines, bottled in the northern 
California winery of that name, which 
he purchased for $16 million in 1953. 

And, through one or another of the 
marketing organizations that handle 
its brand business, the company also 
sells Gambarelli & Davitto wines, in- 
cluding sweet and dry vermouths; 
Lejon vermouths and brandies, and 
Hartley vermouths and brandies. Final- 
ly, Petri cigars are known to vintage 
Californians as one of the first prod- 
ucts made and distributed by this 
pioneer California family. 

Louis Petri, himself, is an inventive 
executive with a flare for making busi- 
ness news headlines. Three years after 
starting with the family company as 
a barrel washer at $75. a month, he 
became general manager of the then 
$3-million firm. That was at the age of 
25. President of the company since 
1944, he heads an organization that to- 
day is selling close to $50 million in 
wine a year, about 25 per cent of the 
nation’s total volume. 

Although officials of the firm say it 





is too soon to know how much that per- 
centage will change as a result of tv, 
there is at least sufficient sales evidence 
to back up the initial decision. And 
some management members are mak- 
ing cautious predictions that this may 
be one of Petri’s best years. 

If the formula works, it will doubtless 
encourage more medium-budget ad- 
vertisers to break away from the old 
pattern, 
glasses—and ad 


institutional raising their 


budgets—to toast 


concentrated television markets. 


HARRIS-TUCHMAN 
PRODUCTIONS 


751 NORTH HIGHLAND AVENUE 
HOLLYWOOD 38, CALIFORNIA 
TELEPHONE WEbster 6.7189 


Superior Films By Design 
TV COMMERCIALS - SLIDE FILMS 
WHDUSTRIAL & TRAINING FILMS 











New, Timely Election- 
Year Continuities 


PRESIDENTIAL 
PACKAGE 


An assortment of four half-hour 
TV program scripts containing 
many of the highlights of past 
presidential elections. 


" 

“FAMOUS CAMPAIGN SONGS 
(Two half-hour TV Scripts) 
istorically accurate accounts of the 
Lege anne elections . . for visual 
effect a collection of the original sheet 


music. 


"CAVALCADE OF PRESIDENTS” 
(Two half-hour TV Scripts) 


Intimate glimpses into the lives of our 


efiect—a co 
ssidents . . - for visual ¢ 
omy of photographs, both formal and 


candid. 


BMI's “Presidential Package” is 
available to all stations without 
charge — as a station and public 


service. 


BROADCAST MUSIC, INC. 


CHICAGO « HOLLYWOOD 
MONTREAL 


NEW YORK » 
TORONTO » 


July 1956, Television Age 


71 








Film Sales 


i may be wishful thinking but sev- 
eral film syndicators are looking to 
the automotive industry to bring about 
a sales avalanche in the fall. 

These optimists believe that the fact 
that 
have cancelled their network shows can 
only augur well for the film syndicator 

. especially on the local level. 

This belief is given statistical sup- 
port by the Tv AGE survey reported this 
past April, in which syndicators were 
asked to rate their best customers ac- 


some of the car manufacturers 


cording to product group. This indus- 
try-wide study showed the automotive 
group in first place on a local level. 
A total of 86 per cent of the syndi- 
cators named local car dealers as one 
of their three top buyers. 

The local dealer, in almost all cases, 
is aided by the manufacturer in one 
way or another (factory, dealer funds, 
etc.). Thus, the reasoning goes, if man- 
ufacturers will not be spending an esti- 
mated $20 to $30 millions on network 
shows this fall, the chances are good 
that some of this money will go to local 
dealers who are, as indicated, tv-in- 
clined. In other words, this hope is 
based on the selling dictum: One man’s 
(network) cancellation can be another 
man’s (syndicator) contract. 


Syndicated Film 


ASSOCIATED ARTISTS 
PRODUCTIONS, INC. 

Movieland Package 

WCDA Albany; WBRZ-TV Baton Rouge; 
WBZ-TV_ Boston; WCNY-TV Carthage; 
KKTV Colorado Springs; WOC-TV Daven- 
port; WMAZ-TV Macon; KOIN-TV Port- 
land, Ore.; KZTV Reno; KREM-TYV 
Spokane. 

Warner Brothers Package 

KENI-TV Anchorage; KERO-TV Bakers- 
field; KBOI-TV Boise; WBEN-TV Buffalo; 
WKRC-TV Cincinnati; WTVN-TV Colum- 
bus, O.; KFAR-TV Fairbanks; KFJZ-TV 
Ft. Worth; WISH-TV Indianapolis; KLAS- 
TV Las Vegas; WCBS-TV New York; 
KPHO-TV Phoenix; KVAR Phoenix; 
KOIN-TV Portland, Ore.; KBET-TV Sacra- 
mento; KUTV Salt Lake City; WOAI-TV 
San Antonio; KREM-TV Spokane; KAKE- 
TV Wichita. 


ATLANTIC TELEVISION CORP. 
Champion Package 

WMT-TV Cedar Rapids; WISH-TV In- 
dianapolis; WXIX Milwaukee; KUTV Salt 
Lake City; KPIX San Francisco; KTNT-TV 


Seattle. 
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Blackmail in CBS Television Film’s 


The Whistler 


GEORGE BAGNALL 
ASSOCIATES, INC. 

I Search for Adventure 

KOAT-TV Albuquerque; KGNC-TV Ama- 
rillo; WSB-TV Atlanta, The Trust Co. of 
Georgia; WNBF-TV Binghamton, Gardner 
Oldsmobile: KIDO-TV Boise: WNAC-TV 
Boston: WGR-TV Buffalo; KHSL-TV Chico; 
WEWS Cleveland, Society for Savings of 
Cleveland; Denver, The Ist National Bank 
of Denver; KLAS-TV Las Vegas; WITI-TV 
Milwaukee; WALA-TV Mobile. 


CBS TELEVISION FILM SALES, 
INC, 

Amos ’n’ Andy 

WCAX-TV Burlington; WOOD-TV Grand 
Rapids, Kroger Co.; KCKT-TV Great Bend; 
KSWM-TV Joplin; KTRE-TV Lufkin; 
WGBS-TV Miami, Williams Bros.; WCCO- 
TV Minneapolis; WPBN-TV Traverse City, 
Kroger Co. 

Brave Eagle 

KJEO Fresno. 


Buffalo Bill 

KLZ-TV Denver, Carlson Frink Dairies; 
KJEO Fresno; WALA-TV Mobile, Fairhope 
Creamery. 

The Cases of Eddie Drake 

KRNT-TV Des Moines. 

The Files of Jeffrey Jones 

KRNT-TV Des Moines. 

Life With Father 

W-TWO Bangor, Robinson-Kenney; WBRC- 
TV Birmingham, Wood Chevrolet; KAKE- 
TV Wichita. 

News film 

WBTV Charlotte, N. C.; WBTW Florence, 
S. C.; WNCT Greenville, N. C.; Little Rock; 
KOOL-TV Phoenix; KATV Pine Bluff; 
KOTV Tulsa; KIMA-TV Yakima. 

Annie Oakley 

WDSU-TV New Orleans, Carnation; WNDU- 
TV South Bend, Kist Bread. 

Range Rider 
KERO-TV Bakersfield; 
bus, O.; KCCC-TV Sacramento; 
Shreveport; KIMA-TV Yakima. 
San Francisco Beat 

WMTW Portland, Me. 


(Continued on page 74) 


WTVN-TV Colum- 
KSLA-TV 


! 











Enst Coast Division Midwest Division West Coast Division 
342 Madison Ave. 130 E. Randolph Drive 6706 Santa Monica Bivd. 
New York 17, N. Y. Chicago 1, Ill. Hollywood 38, Calif. 
or W. J. GERMAN, INC. 
ies for the sale and distribution of Eastman Professional Motion Picture Films 
Fart Lee, N. J.; Chicago, Ill.; Hollywood, Calif. 





The advantages of film are virtu- 


ally limitless. First, you can produce 
a show that's right—free from bugs. 
Next, you can try it out—know just 
what audiences think about it. And, 
finally, you can schedule it for 
maximum effect and convenience. 
Yes, you cari save time and money 
—get a better show—when you 
USE EASTMAN FILM. 

For complete information write to: 
Motion Picture Film Department 
EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 


Be sure to FILM IN COLOR 
... you'll be glad you did. 




















Film (Continued from page 72) 


Terrytoons 

WGTH-TV Hartford; KARK-TV Little 
Rock; WMTW Portland, Me.; KSL-TV Salt 
Lake City; KTNT-TV Seattle. 

Under the Sun 

KNXT Los Angeles, Southern Calif. Gas 
Co.; KNXT Los Angeles, Swift & Co. 
The Whistler 


WHIO-TV Dayton, Liberal Markets; KRNT- 
TV Des Moines; KABC-TV Los Angeles. 


GOVERNOR TELEVISION 
ATTRACTIONS, INC. 


Bulldog Drummond Features 
WJHL-TV Johnson City, Tenn.; KSHO-TV 
Las Vegas; WJMR-TV New Orleans; WOR- 
TV New York; KOSA-TV Odessa, Tex.; 
WTVO Rockford, Ill; WSBT-TV South 
Bend; KWWL-TV Waterloo, Iowa. 

East Side Kids 

WGN-TV Chicago; WTVN-TV Columbus; 
WJHL-TV Johnson City, Tenn.; KSHO-TV 
Las Vegas; WJMR-TV New Orleans; 
KOSA-TV Odessa, Tex.; KWWL-TV Water- 
loo, Iowa. 

Laurel & Hardy Show 

WBAL-TV Baltimore; WBKB Chicago; 
KKTV Colorado Springs; KSHO-TV Las 
Vegas; WHBQ-TV Memphis; WCSH-TV 
Portland, Me.; KLOR-TV Portland, Ore.; 
KWK-TV St. Louis; WSAU-TV Wausau. 
The Big 12 

WJHL-TV Johnson City, Tenn.; KSHO-TV 
Las Vegas; KOSA-TV Odessa, Tex.; KUTV 
Salt Lake City; KWWL-TV Waterloo. 


GUILD FILMS CO., INC. 


Conrad Nagel Theater 

WSTV-TV Steubenville. 

Frankie Laine 

KTBC-TV Austin; WBRZ Baton Rouge; 
KOOK-TV Billings; KAVE-TV Carlsbad, 
N. M.; WKJG-TV Fort Wayne; KTVX 
Muskogee; KSWS-TV_ Roswell, N. M.; 
KTXL-TV San Angelo; WTOC-TV Savan- 
nah; KTTS-TV Springfield, Mo.; WSTV- 
TV Steubenville. 

I Spy 

KTBC-TV Austin; KQTV Fort Dodge; 
Louisville, Lords of Louisville; Miami, Ist 
Federal Savings & Loan; KTXL-TV San 
Angelo. 

Liberace 

WABT Birmingham; WSAZ-TV Huntington: 
KTAG Lake Charles; KSWS-TV Roswell, 
N. M.; KTVX Muskogee. 

Life With Elizabeth 


WNAC-TV Boston; WBTV Charlotte, N. C.; 
KSWS-TV Roswell, N. M. 


Looney Tunes 

WCNY-TV Carthage, N. Y.; WTVN-TV 
Columbus, O.; KINY-TV Juneau, 20th Cen- 
tury Supermarkets; WFAM-TV Lafayette, 
Ind.; KZTV Reno. 


It?s Fun to Reduce 

WISN-TV Milwaukee; WABC-TV New 
York; KSL-TV Salt Lake City. 
INTERNATIONAL NEWS 
SERVICE 

Telenews Daily 

KUAM-TV Agana, Guam. 

Telenews Weekly 


KUAM-TV Agana, Guam; KAVE-TV Carls- 
bad, N. M.; KDKA-TV Pittsburgh. 
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Blackout in Screen Gems’ The Big 
Playback 


This Week in Sports 
KUAM-TV Agana, Guam; KAVE-TV Carls- 
bad, N. M. 


INTERSTATE TELEVISION 
CORP. 


Counterpoint 
KQTV Fort Dodge. 


Feature Films 

WBRZ Baton Rouge; WGR-TV Buffalo; 
WGN-TV Chicago; WOC-TV Davenport; 
KHAS-TV Hastings; WTVJ Miami; KCEN- 
TV Temple. 


Jimmy Wakely Westerns 
KOLN-TV Lincoln. 


Little Rascals Comedies 

WCDA Albany; WKZO-TV Kalamazoo, Rut- 
ledge & Lilienfeld*; WFAM-TV Lafayette, 
Ind.; KHAD-TV Laredo. 

*Sold direct to agency. 


Public Defender 

WOC-TV Davenport, Ziffrin Appliance Co.; 
KGBT-TV_ Harlingen, Tex.; KGLO-TV 
Mason City; WMCT Memphis, Kroger Mar- 
kets; KTVH Wichita, Kroger Markets. 


Royal Playhouse 
KQTV Fort Dodge. 


NATIONAL TELEFILM 
ASSOCIATES, INC. 


Cardinal Features 

WTRI-TV Albany; WAFB-TV Baton 
Rouge; WTVN-TV Columbus, O.; WDSU- 
TV New Orleans; KOSA-TV Odessa, Tex.; 
KRGV-TV Weslaco. 

Fabulous Forty 

WTRI-TV Albany; WTVN-TV Columbus, 
0O.; KVDO-TV Corpus Christi; KROD-TV 
El Paso; WJAC-TV Johnstown; KLRJ-TV 
Las Vegas; WIMA-TV Lima; WKNX-TV 
Saginaw; KCEN-TV Temple; KVOA-TV 
Tucson; KRGV-TV Weslaco. 

PC Features 

WAFB-TV Baton Rouge; WDSU-TV New 
Orleans; WEEK-TV Peoria; KRGV-TV 
Weslaco. 

TNT Package 

WTRI-TV Albany; WAFB-TV Baton Rouge; 
WCAX-TV Burlington; KOMU-TV Colum- 
bus, O.; KVDO-TV Corpus Christi; KOA-TV 
Denver; WEAU-TV Eau Claire; KROD-TV 
El Paso; KLRJ-TV Las Vegas; WISC-TV 
Madison; WDSU-TV New Orleans; KOSA- 
TV Odessa, Tex.; WCAU-TV Philadelphia; 
KPHO-TV Phoenix; KCSJ-TV Pueblo; 
WKNX-TV Saginaw; KYTV Springfield, 
Mo.; WHEN-TV Syracuse; KCEN-TV Tem- 
ple; KVOA-TV Tucson. 


RCA RECORDED PROGRAM 
SERVICES 


Foy Willing and the Riders of the 
Purple Sage 
WFLA-TV Tampa. 
Sam Snead Show 
WICS Springfield, Iil.; 
ing. 

The World Around Us 
WFBC-TV Greenville, S. C.; 
Indianapolis. 


SCREEN GEMS, INC. 


All Star Theatre 

WDEF-TV Chattanooga, Interstate Life & 
Accident Ins. Co.; WWJ-TV Cleveland, 
Carling’s Ale; WBTW Florence, S. C., 
Walter J. Klein*; KMID-TV Midland; 
KCCC-TV Sacramento; KSBW-TV Salinas; 
WCNY-TV Carthage, O’Keefe’s Ale & Beer. 
*Sold direct to agency. 


Big Playback 
WBBM-TV Chicago; KLZ-TY Denver, Den- 
ver Wholesale Meats. 


Celebrity Playhouse 

WBNS-TV Columbus, O., August Wagner 
Brewery; WDMJ-TV Marquette, Blatz Beer; 
KFSD-TV San Diego. 

Feature Pictures 

WBRC-TV Birmingham; WBUF-TV Buffaio; 
WJW-TV Cleveland; WJBK-TV Detroit; 
KULA-TV Honolulu; WJAC-TV Johnstown; 
KSWO-TV Lawton; WHAS-TV Louisville; 
KMID-TV Midland; KDKA-TV Pittsburgh, 
Thorofare Food Markets; KFSD-TV San 
Diego: WSPD-TV Toledo; WTOP-TV Wash- 


ington. 


Jet Jackson 
KARK-TYV Little Rock. 


Jungle Jim 
WFLA-TV Tampa. 


STUDIO FILMS, INC. 


Studio Telescriptions Library 
KRBC-TV Abilene; WMAR-TV Baltimore; 
KOOK-TV Billings; WCSC-TV Charleston, 
S. C.; WRGP-TV Chattanooga; KRIS-TV 
Corpus Christi; WJHP-TV Jacksonville; 
KMBC-TV Kansas City; KLAS-TV Las 
Vegas; KGLO-TV Mason City; WHBF-TV 
Rock Island; WPBN-TV Traverse City. 


RICHARD ULLMAN, INC. 


Kash Box 

WBKB Chicago; WDSM-TV Duluth; KXYZ- 
TV Houston; WHBQ-TV Memphis; WVET- 
TV Rochester, N. Y. 


Watch the Birdie 

WRDW-TV Augusta, Castlebury’s Food; 
WJTV Jackson, Miss.; WHBQ-TV Mem- 
phis, Malt-O-Meal Cereal; WSM-TV Nash- 
ville, Malt-O-Meal Cereal; WOAY-TV Oak 
Hill, W. Va. 


WTRF-TV Wheel- 


WFBM-TV 


Film Commercials 


ACADEMY PICTURES, INC.., 
NEW YORK 

Completed: Dodge Div., Dodge D car, Grant; 
Sylvania Electric Products, Inc., Pink Lady, 
JWT; Thomas J. Lipton, Inc., tea, Y&R; 
General Electric Co., automatic blanket, 
Y&R; J. L. Prescott Co., Dazzle, Monroe F. 
Dreher; The Nestle Co., Inc., Nestea, D-F-S; 
Scott Paper Co., JWT; Johnson Wax Co., 
Polisher Scrubber, B&B. 


In Production: Household Finance Corp., 
(Continued on page 78) 








T.V. spot editor 


A column sponsored by one of the leading film producers in television 


SARRA 


NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 





The engaging combination of sprightly patter, with an animated king puppeteer and 
live action form a sure sell series of Johnston twenty-second spots. Prominent con- 
tainer displays of Johnston Hot Fudge Sauce, Cookies and Graham Crackers provide 
powerful product identification. Produced by SARRA for the ROBERT A. JOHNS- 
TON COMPANY through cooperation with KLAU-VAN PIETERSOM-DUNLAP, INC. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





Captivating mother and child sequences appeal to a wide audience in SARRA’s 
newest series of TV commercials for Mexsana. Live action is punctuated with optical 
effects and emphasizes the uses of Mexsana Medicated Powder and enumerates its 
advantages. Smooth continuity maintains interest and product display clinches sales. 
Produced by SARRA for PLOUGH, INCORPORATED through LAKE-SPIRO- 
SHURMAN, INC. 

SARRA, INC. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 


This spot, one in a continuing series for 7-Up, proves that high key photography can 
reproduce perfectly on TV screens—does sell effectively! A cool commercial, set to 
hot music, is timed for summer selling, with close-ups that establish strong product 
identification and present an appetizing 7-Up float that almost comes off the screen! 
Skillful photography from a full range of camera angles takes full advantage of the 
expertly cast family group. Produced by SARRA for THE SEVEN-UP COMPANY 
through J. WALTER THOMPSON COMPANY. 

SARRA, INC. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 


Highly entertaining live action photography—both on and under the water—is fea- 
tured in this unique series for Stopette. A cast of aquatic experts swim and dive in an 
enchanting water ballet that provides the backdrop for the sponsor’s message “How 
clean you feel . . . with new Stopette,” whose “deodorant ingredient is actually used to 
purify the water you drink.” Produced by SARRA for the Jules Montenier Division 
of HELENE CURTIS INDUSTRIES, INC., through EARLE LUDGIN & COMPANY. 

SARRA, INC. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 
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Those 


happy Days 


are here 
again ! 
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7. with Father, the adventures of the 


lovable Days, is a family portrait framed in gilt- 


edged success...a best-selling book, a record- 
breaking play, a smash box office movie and a 
hit on the CBS Television Network. 


Now a sparkling syndicated film series, Life with 





Father is continuing to delight large family 
audiences everywhere. In seven-station Los 
Angeles, for example, Life with Father is the 
top-rated syndicated series in the market...seen 
by one out of three homes watching television. 
In Columbus, it commands a 70% share of 
audience. And in Denver, competing with two 
big network programs and a local sports show, 
it draws a 38.7 share of audience. Life with 
Father reaches wonderfully balanced audiences 
too. An average 22% men, 41“ women, 37‘ 

children... just right for selling the entire family. 
Why not let the great Days start selling for 
you? Just call the distributors of the fastest- 


moving films in television... 


CBS TELEVISION FILM SALES, INC. 


New York. Chicago, Los Angeles, Detroit, San Francisco, Atlant 





Boston, Dallas, St. Louis. And in Canada: S. W. Caldwell, 1 
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ML Source: Latest Pulse and ARB reports 
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Film (Continued from page 74) 


Needham, Louis & Brorby; Minute Maid Co., 
Snow Crop, (Canadian), Ted Bates; Bris- 
tol-Myers Co., Vitalis, DCS&S; Beech-Nut 
Packing Co., Mello Fruit, K&E; The Miami 
Margarine Co., Nu-Maid Margarine, Ralph 
H. Jones; General Electric Co., G.E. Skillet, 
Y&R. 


ATV FILM PRODUCTIONS, INC. 


Completed: H. J. Heinz Co., Maxon; Phar- 
maceuticals, Inc., Kletter; Philip Morris & 
Co., Ltd. Inc., Spud, Ogilvy, Benson & 
Mather; Procter & Gamble Co., Duz, Comp- 
ton; Procter & Gamble Co., Guiding Light 
billboards, Compton; Procter & Gamble, 
Ivory Snow, B&B; R. J. Reynolds Tobacco 
Co., Cavalier cigarettes, Wm. Esty; Adver- 
tising Council, polls—voting promotion, Leo 
Burnett; General Motors Corp., Frigidaire, 
Kudner. 





This word, in film processing, is a very important 
word indeed. 
People tell you that one film processing job 


is as good as another, and what the heck, what's the 
measure of accuracy, anyway? 


Well. To answer that one would take a very long time. 
Suffice it to say here that it’s summed up in 

all the operations of a processing job, where even 
the smallest details are of great importance. 

It shows everywhere, and it positively shines when 
the film appears on the screen. 


What we're talking about, of course, are the people 
and the operations at Precision Film Laboratories. 
Here attention to detail, sound, proven techniques 
are applied by skilled, expert technicians to 

assure you the accurate, exact processing your films 
deserve to justify your best production efforts. 


Accuracy is a must for TV —for industrials —for 
education—for all movies. 


you'll see a and hear 





Frum 
21 West 46th Street, New York 36, New York 


in everything, there 
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Keitz & Herndon’s animated spot for 
Genell, Inc., land developers 


In Production: Esso Standard Oil Co., Mc- 
Cann-Erickson; R. J. Reynolds Tobacco Co., 
Cavalier cigarettes, Wm. Esty; Whitehall 
Pharmacal Co., Ember Stick, Bates; Tea 


LS 


10 i 
LABORATORIES, InC. 


A DIVISION OF J A MAURER INC 


-in titm processing, it's Precision 


Council, iced tea, Leo Burnett; Philip Mor- 
ris & Co. Ltd., Inc., Spud, Ogilvy, Benson 
& Mather; General Motors Corp., Frigidaire, 
Kudner; Procter & Gamble Co., Duz, Comp- 
ton; Pharmaceuticals, Inc., Kletter; The 
Andrew Jergens Co., Woodbury soap, Robert 
Orr; Procter & Gamble Co., industrial film, 
B&B; Chesebrough Mfg. Co. Cons’d., Vase- 
line Hair Tonic, McCann-Erickson. 


GEORGE BLAKE ENTERPRISES 


Completed: Bissell Carpet Sweeper Co., 
Ayer; American Home Foods, Inc., Div., 
Chef-Boy-Ar-Dee, sauce, Y&R; General Elec- 
tric Co., Snowwhite, BBDO; Esso Standard 
Oil Co., Carwash, McCann-Erickson. 


In Production: Revlon Products Corp., Sili- 
care, Dowd, Redfield & Johnstone; Liggett 
& Myers Tobacco Co., Chesterfield cigarettes, 
Cunningham & Walsh; P. Lorillard Co., Kent 
cigarettes, Y&R; Assd. Products Div. Gen- 
eral Foods Corp., Jell-O, Y&R; Gordon Bak- 
ing Co., Silvercup bread, Cunningham & 
Walsh. 


CARAVEL FILMS, INC. 


Completed: Boyle-Midway, Inc., Griffin All- 
wite, Griffin Microsheen, and Griffin Scuff 
Cover, Geyer; Whitehall Pharmacal Co., 
Kolynos, Grey; Goodyear Tire & Rubber 
Co., Airfoam, Kudner; Socony Vacuum Oil 
Co., Inc., Mobilgas R, Compton. 


In Production: Boyle-Midway, Inc., Wizard- 
Wick, Geyer; Bristol-Myers Co., Bufferin, 
Y&R; The Texas Co., Texaco Sky Chief, 
Kudner; Dan River Mills, Inc., Wrinkl-Shed, 
Grey; U.S. Treasury Dept., Savings Bonds, 
McCann-Erickson. 


SHAMUS CULHANE 


PRODUCTIONS 
Completed: American Brewery, Inc., beer, 
VanSant Dugdale; General Mills, Inc., 


Cheerios, D-F-S; Pan-Am Southern Corp., 
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Transfilm commercial for RCA-Victor 
record album 


gas, Fitzgerald; Noxzema Chemical Co., 
skin preparation, Mahoney; Noxzema Chem- 
ical Co., skin preparation, Maclaren; Esso 
Standard Oil Co., gas & oil, Maclaren; 
Bristol-Myers Co., Mum, DCS&S; The 
Quaker Oats Co., cereal, Wherry, Baker & 
Tilden; Wise Potate Chips Co., Lynn. 


In Production: Colgate-Palmolive Co., Halo 
shampoo, Carl Brown; Aluminum Company 
of America, Alcoa aluminum, Fuller & Smith 

Ross; Commercial Solvents Corp., Peak 
anti-freeze, Fuller & Smith & Ross; Q-Tips, 
Inc., cotton swabs, Gumbinner; Pan-Am 
Southern Corp., gas, Fitzgerald; Bristol- 
Myers Co., Mum, DCS&S; Theradan hair 
tonic, DCS&S; Bristol-Myers Co., Ipana, 
DCS&S; Whitehall Pharmacal Co., Div., 
Neet hair remover, R&R; The Quaker Oats 
Co., Wherry, Baker & Tilden; U.S. Army, 
recruiting, D-F-S; Whitfield Pickles, Fitz- 


gerald. 


GORDON M. DAY 
PRODUCTIONS 


Completed: Jno. H. Swisher & Sons, Inc., 
King Edward cigars, Newman, Lynde & 
Assoc. 


FILMACK STUDIOS 


Completed: Magikist, rug cleaning, Doris 
Greenwood; Speedway 79, gasoline, W. B. 
Doner; Northern Trust Co., banking service, 
Waldie & Briggs; Northern Bank, banking 


service, W. D. Doner. 


In Production: Wanzer Milk, dairy products, 

George Hartman; James G. Gill Co., Inc., 

tea, Lindsey & Co; Helzberg’s, Middle West’s 

Largest Jewelers, R. Jack Scott; Mayflower, 

Pride Pack, Virgil A. Warren; Cleveland- 

eng Brewing Corp., Gold Bond Beer, 
Wyse Adv. 


FILM CREATIONS 


Completed: Q-Tips, Inc., Lawrence Gum- 
binner; Aluminum Company of America, 
Fuller & Smith & Ross; American Oil Com- 
pany, gas, Katz. 


In Production: Lever Bros. Co., Spry; 
FC&B; S. A. Schonbrunn & Co., Inc., Sava- 
rin coffee, Lawrence Gumbinner; Rayco 
Mfg. Co., Inc., seat covers, Emil Mogul. 


KEITZ & HERNDON 


Completed: G/B Beer, R&R; Lone Star 
Beer, Glenn; APCO Gasoline, Erwin, Wasey; 
Northwood Land Development, Glenn; Sun 
Glo Feeds, Crook; Banquet Foods, frozen 
food, D’Arcy; Southern Union Gas; Gladi- 
ola Biscuits, Crook. 


In Production: KWTV Oklahoma City, tv 
station, Erwin, Wasey; Pool Manufacturing 
Co., work clothes, Boyles; Gladiola Bis- 
cuits, Crook; Lone Star Beer, Glenn. 


KLING FILM PRODUCTIONS 


Completed: Stewart Warner Corp., Alemite, 
Kleen Treet, Cooling System Son., MacFar- 
(Continued on page 80) 


FOR THOSE 
WHO CAN 
AFFORD 


THE FINEST 


in the East it’s... as 


WS \\" a 


wl ROUND-THE-CLOCK SERVICES 


NEGATIVE DEVELOPING 
FIRST PRINT DEPARTMENT 


ULTRA VIOLET AND 
FLASH PATCH PRINTING 


16MM AND 35MM 
RELEASE PRINTING 


KODACHROME PRINTING 
63 EDITING ROOMS 
SPECIAL TV SERVICES 
For Color it’s 


MOVIELAB FILM LABORATORIES, INC. 


619 West 54th Street, New York 19, N. Y. JUdson 6-0360 
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ing and screening material, Fuller & Smith 


& Ross. 


In Production: Burry Biscuit Corp., choco- 
late cookies, Beacon; N. Y. Mirror, Boy 
Scout Presentation; Dodge Div. Chrysler 
Corp., Dodge vacation film, Grant. 


Film (Continued from page 79) 


land Aveyard; Charles Pfizer Co., Formula 
#5, Leo Burnett; Schenley Industries, Blatz 
beer, K&E; Mobile Homes Mfg. Assn., JWT. 
In Production: City of Chicago, cleanup 
campaign, FC&B; Ray-O-Vac Corp., flash- 
lights & batteries, H. Monk; Milner Prod- 
ucts Co., Pine-Sol, Gordon Best; Orange 
Crush, H. W. Kastor. 


NATIONAL SCREEN SERVICE 
CORP. 

Completed: Aluminum Company of America, 
The Alcoa Hour, Fuller & Smith & Ross; 
Pontiac Motor Div., cars, MacManus, John 
& Adams; Eskimo Pie Corp., Buchanan & 
Co.; National Dairy Queen Development Co., 


FRED A. NILES PRODUCTIONS, 
INC. 


Completed: Elgin American Div. of Illinois 
Watch Case Co., cigarette lighters, Russel 
Seeds; Kelsey-Fraser Electrical Appliances; 
Swift & Co., franks, sausage, Table-Ready 
Meats, McCann-Erickson; American Dairy 
Assn., milk products, Campbell-Mithun; 
Leonard Gasoline, gas & oil, Wesley Aves; 
The Quaker Oats Co., Aunt Jemima Corn 
Bread, John Shaw; Cook Chemical Co., 


ice cream, Fairfax; N. Y. Mirror, Youth . he e 
Concert Carnegie Hall; Electric Auto-Lite Real-Kill Insecticide, Allmayer, Fox & Resh- 
Co., sparkplugs & batteries, Grant; Alu- kin. 


minum Company of America, Alcoa screen- 
WARREN R. SMITH, INC. 


Completed: Gulf Oil Corp., rest rooms, tube- 
less tires, Tourgide, Y&R; Restonic Corp., 
mattresses, Dubin & Feldman; Gateway Up- 
holstering, Freidman & Rish; Sealy, Inc., 
mattresses, Lando. 








Complete line of 15-35 Camera equipment. 
Editing and Lighting equipment. Dollies, 
Write for In Production: DuBois Budweiser Beer, 
Bachman, Kelly & Trautman; Orringer fur- 
niture, Freidman & Rich; Jiffy beef steak, 
Freidman & Rich. 


Lenses, TV Camera accessories. 


catalogue or call: 


SALES — SERVICE — RENTALS 


G Amena CQuipment ©. 


315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 


TRANSFILM, INC. 


Completed: Speidel Co., watchbands, Nor- 
man, Craig & Kummel; E. Il. Du Pont de 
Nemours & Co., car wax, BBDO; P. Loril- 
lard Co., Old Gold Filter Kings, Lennen & 
Newell; Bankers’ Trust Co., show opening, 











Process Your Own 
Films and $ave 





 Bodde 
Background Projector 


brings the world into your studio 
— ——— with 62” lens, has built- in and operate. Ideal for Motion Picture Produce 

in t . > “ 99 Ton ! u rocucers 
dian tor — pwd spot TV Stations, Laboratories, Photo Finishers, Micro 
pecan Me b x 4 es, O watt filmers, etc. Built-in drybox, heating elements, stain- 
h v. May be used on any standard less steel tanks, air squeegee—develops and 
ouse circuit. Includes SUPER PROJECTOR ready for showing 600’ positive, 180° 

STAND. Projector stores in lower part of negative per hour; from $1095 


Fully Automatic Self-Contained 
l6mm Film Developing Machine 
BRIDGAMATIC Jr. does film processing at 


small cost. A true one-man lab, requires no special 
skill, no rigging, no constant watching 


simply plug 


aries 


stand for easy portability. Write for 

brochure. Larger capacity negative/positive, Reversal and 

FOB Calif. (crating extra) $945 — ace imeciaagsh mee 
cu m ullt; Trom 

Background Screen $2 sq. ft. Write for brochure 
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& 
Hy-Cam Hydraulic Lift 
and Perambulator 


Permits high-action shots—dquick, quiet 
and accurate operation. Reaches its full 
height of 16 ft. in less than 40 seconds. 
Payload of 500 Ibs. carries two men with 
equipment. Dual UP and DOWN controls 
on platform and base. Folds into a compact 
unit for easy storage. Smooth power supply 








TAKE ADVANTAGE OF S.O.S. TIME PAYMENT PLAN 


} Convenient terms arranged. You may apply your idle or surplus equipment as a trade-in 





—110 volts AC motor. HY-CAM’s applica- 
tions are limited only by your ingenuity. 
For complete details write for brochure 








Dept. N, 
Western 


5.0.5. CINEMA SUPPLY CORP. 


July 1956, Television Age 


| WEST 52nd ST., NEW 
ranch: 6331 Hollywood 


Boulevard 


YORK 19, N. Y. 


Phone: PL 7-0440, Cable: Sosound 
Hollywood 28, C O 7-920 


Calif. — Phone: H 7-920. 





-WHITN-TY— 


CHANNEL 13 
IT’S A SELLER'S MARKET, 
but we can give you 


the BIGGEST BUY yer! 


TIME: Now, while we're still new . . 
with rates set to offer low cost per im- 
pression . ... choice availabilities are 
still open. 

PLACE: Huntington — Ashland — Charles- 
ton and Portsmouth Markets. The rich, 
prosperous, tri-state area of more than 
1,250,000 population conservatively meas- 
ured from mail responses. 


SCENE: WHTN-TV with the largest trans- 
mitting antenna in the world . . . 316,000 
watts of power for maximum. effective 
coverage . . . a built-in audience of more 
than 200,000 sets . . . popular basic ABC 
network programs, outstanding local live 
shows and top-notch films. 

ACTION: Get on our “bandwagon” and 
g-r-0-w with us! After only one month of 
maximum power, Channel 13 showed 
36.8% audience increase over the first 
audience report. 

CALL US: Huntington, West Virginia, 
JAckson 5-7661, or our representatives: 
Edward Petry & Co., Inc. 
W/44 











WALH 
TV'S ew 2ucen } Basic 
ans. ’ ABC 

ED RR 














The only complete 
TV FILM SERVICE 


including... 








No.8 in a series 


TV Film Service 


630 Ninth Ave. « JU.6-1030 


New York Chicago Los Angeles 











Rose-Martin; R. J. Reynolds Tobacco Co., 
Salem cigarettes, Wm. Esty; R. J. Reynolds 
Tobacco Co., Camel cigarettes, Wm. Esty; 
Grand Union Stores, L. H. Hartman; Radio 
Corporation of America, RCA Victor Rec- 
ords, Grey; Continental Baking Co., Staff 
bread, Ted Bates. 


UNIVERSAL PICTURES CO., TV 


Completed: American Stock Exchange; 
General Electric Co., BBDO; Pepsi Cola 
Co., K&E; Consolidated Oil Co., Conoco gas 
& oil, B&B; Lever Bros. Co., Lux soap, Lux 
liquid, JWT; Eastman Kodak Co., film, 
JWT; Philip Morris Co., Marlboro ciga- 
rettes, Leo Burnett; Studebaker-Packard 
Corp., cars, B&B; Pabst Brewing Co., beer, 
Leo Burnett; Minnesota Mining & Mfg. Co., 
Scotch Tape, BBDO; E. I. Du Pont de Ne 
mours & Co., BBDO; Kellogg Co., corn 
flakes, Leo Burnett; Maytag Co., washers & 
dryers, Leo Burnett; Chrysler Corp., DeSoto, 
BBDO; Liggett & Myers Tobacco Co., Ches- 
terfield cigarettes, Cunningham & Walsh; 
Lever Bros, Co., Rinso, JWT; Colgate-Palm- 


olive Co., Lustre Creme, Lennen & Newell. 


In Production: Falstaff Brewing Corp., beer, 
D-F-S; Colgate-Palmolive Co., shave cream, 
Lennen & Newell; Procter & Gamble Co., 
Prell, B&B; Anheuser-Busch. Inc., Budweiser 
beer, D’Arcy; Hudnut Sales Co., Inc., Rich- 
ard Hudnut Quick, K&E; American Tobacco 
Co., Lucky Strike cigarettes, BBDO; Chrys- 
ler Corp., DeSoto, (New Groucho), BBDO: 
Campbell Soup Co., Leo Burnett; Lever 
Bros. Co., Lux liquid, JWT. 


UPA PICTURES, INC. 

Completed:' Donahue Sales, Talon zippers, 
McCann-Erickson; Piel Bros., beer, Y&R; 
Outboard, Marine & Mfg., Lawn Boy, Geare- 


Marston; P. Ballantine & Sons, beer, Wm. 
Esty; Allied Chemical & Dye Corp., Ar- 
cadia Nitrogen. 

In Production: National Biscuit Co., Na- 


bisco Snacks & Macaroons, McCann-Erick- 
son; Piel Bros., beer, Y&R; Colgate-Palm- 
olive Co., Florient, Street & Finney; Chrysler 
Corp., McCann-Erickson; Sealtest, Inc., 
Ayer; Scott Paper Co., towels, JWT: Olds- 
mobile Div., cars, D. P. Brother; Liebmann 
Breweries, Inc., Rheingold beer, FC&B; 
Adolph Coors Brewery, beer; San Francisco 
Brewing Co., Burgemeister beer, BBDO. 


VIDEO PICTURES, INC. 


Completed: Shulton, Inc., Desert 
deodorant; Oldsmobile Div. of 
Motors, cars, D. P. Brother. 


Flower 
General 


In Production: National Institute of Rug 
Cleaning; American Tobacco Co., Pall Mall 
cigarettes, SSC&B; Carter Products, Inc., 
Rise shaving cream, Arrid, SSC&B. 


WILDING PICTURES 
PRODUCTIONS, INC. 


Completed: Ford Motor Co., trucks, JWT: 
Goodyear Tire & Rubber Co., Maclarens; 
Hudson Div. of American Motors, cars, 
Brooke, Smith, French & Dorrance; Alu- 
minum Company of America, Taper Press, 


Fuller & Smith & Ross. 
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Agency: Benton & Bowles, Inc. 
For: Tide. color production 





Agency: William Esty & Co., Inc. 
For: Cavalier Cigarettes 





Agency: Compton Advertising, Inc. 
For: Procter & Gamble Duz 


Commercial Film Producers 





EXETER 2-4949 
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ATV FILM PRODUCTIONS, INC. 
37-15 35th STREET, b. 1. C. 1, N.Y. C. 


Two Air-Conditioned Studios 
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Client: 


In the SPOTlight 


current productions making 
sales records 











Agency: MacManus, 


Client: 


York 
Client: 





3 


John 


inc. 


Agency: D’Arcy Advertising Com- 
pany—Chicago 
Standard Oil Company of 
New Jersey 


& 


Adams, Inc.—New York 
Pontiac Division of the 
General Motors Corp. 





Agency: Young & Rubicam—New 


Jell-O — Gelatin — Gen- 
eral Foods Corp. 


1037 N. Cole Ave., Los Angeles 38, Cal. 
Telephone Hollywood 5-5171 
New York Office: 135 East 50th St. 
Telephone Plaza 5-4807 
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| 
FILM SPLICING MACHINE 

A new machine that is expected to 
eliminate fatigue and increase output 
of inspecting, rewinding and splicing 
of 16 mm film has been announced by 
International Film Bureau Inc., Chi- 





cago. Employing a foot pedal control 
|that leaves both hands free for inspec- 
ition and repair, output is expected to 
|be increased by 25 per cent. 

The machine is called the Foster Re- 
wind for its inventor, Dr. J. Edwin 
|Foster, director of the Medical A.V. 
‘Institute of the Assn. of American 
| Medical Colleges. It will sell for $440 
| FOB factory and will be manufactured 
|under supervision of Dr. Foster for 
exclusive worldwide distribution by 
|International Film Bureau. 
STORYBOARD CONCENTRATES 
| Storyboard Inc., creator of animated 
tv commercials, is closing its west 
| coast operations, effective July 15, and 
| will concentrate on its eastern opera- 
tions in New York. The decision was 
announced by John Hubley, president, 
who said he was anxious to regain the 
|company’s original status “as a small, 
|individualized organization producing 
on a limited scale . 


. - highly special- 
ized award winning commercials. . . .” 
Mr. Hubley noted that as head of a 
\larger organization he found himself 
|involved in “endless administrative de- 
tail.” 
|\G&G FILM BOOKLET 
A 16-page booklet entitled “Ideas in 
Motion” is being distributed by G&G 
|Film Corp., Champaign, IIL, to ac- 








quaint advertisers and agencies with 
its varied film services, which range 
from tv commercials to stockholders’ 
reports. The booklet can be obtained 
by writing to 114 N. Walnut St. 





VAN PRAAG V.P. 
Hugh Stanley Hole. 

cently executive producer of tv-radio 

at Maxon, Inc. on the Gillette account, 


who was re- 


has been appointed vice president of 
Van Praag Pro- 
ductions, N. Y.. 
and will head the 
firm’s new branch 


office in Holly- 
wood. 
Mr. Hole, a 


native of Greens- 
boro, is a gradu- 





ate of the Univer- 
sity of North 
Carolina. He has been administrative 
assistant to the 
charge of tv-radio at Benton & Bowles, 


vice president in 
director of commercial production at 
Dancer-Fitzgerald-Sample, director of 
tv-radio at Brooke, Smith, French & 
Dorrance, and supervisor of television 
for the Chrysler Corp. 

In addition to the appointment of 
Mr. Hole and the opening of the Hol- 
lywood branch, Van Praag Produc- 
tions has enlarged the studio and 
office space of its New York headquar- 
ters. The film firm’s facilities now in- 
clude five editing rooms, sound and 
make-up rooms, a conference room, 
executive suites and studios, a total of 
21 rooms in all. Van Praag also has 
studios and offices in 


Coral Gables, Fla. 


Detroit and 


TITLER FOR TV 


Hollywood Cine Products of Elsinor, 
California, has a unique titler made 
especially for television. The machine 
has a “tithner” which gives it exact 
alignment and can be used with or 
without supplementary lenses and tele- 
scopes for shooting from six to 36 
On frame there is 
12” x 15” rotating title board, a sup- 


inches. the basic 
plementary lens holder. three supple- 
mentary lenses, the “titliner” and a 
turntable for making scroll titles and 
swing titles. 

The adjustable pedestal is suitable 
for all 16 mm cameras and most types 
of still cameras. The unit which weighs 
12 pounds is of solid cast aluminum. 
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panel, the contributors and revealed 
the total effort amounted to $183,- 
624.74. Expenses slightly over $15,000 
left a net income of more than $168,- 
500. 

That allowed for 25 grants, ranging 
from $500 to about $21,000 and filling 
such diverse needs as furnishing a 
large dormitory room for boys at the 
Kentucky Training Home, buying a 
special vehicle to carry muscular 
dystrophied children to their clinics 
and launching additional classes for 
mentally retarded children. Nearly 
$25,000 remained available for addi- 
tional grants, pending development of 
several proposed projects. 

Here are some of the allotments: 

A hearing test for all pupils from 
second grade through high school in 
all city, county and parochial schools 
in the Louisville area (Jefferson 
county) was made possible by a 
$10,000-grant. More than half the 
amount was spent on testing equip- 
ment, which was manned by volunteers 
under the supervision of experienced 
personnel. Previously, public schools 
in Louisville tested the hearing of 
fourth-graders only; parochial schools, 
of third- and fourth-graders. No hear- 
ing tests were made in county schools. 
(This project was explained to parents 
by Louisville’s superintendent of 
schools via WHAS-TV.) 


Treatment Room Built 


A treatment room for emotionally 
disturbed children was built for the 
Child Guidance Clinic of Louisville and 
Jefferson county, under an allotment 
of $2,965. The two treatment rooms 
used previously were deemed “in- 
adequate,” and the clinic had a long 
waiting list of youngsters needing help 
with personality and behavior prob- 
lems. 

Some $1,500 went to the Muscata- 
tuck State School to erect an aluminum 
awning that permitted use of a porch 
for outdoor training of 250 pre-school- 
age, mentally retarded children. 


Another $1,768 underwrote for one 
year the operation of a weekly speech 
and hearing clinic for children. As a 
result, the clinic expanded its enroll- 
ment and started serving its waiting 
list. 


The Deaf Oral Parent-Teachers 
Assn. of the Tingley School received 
more than $1,800 to purchase hearing 
aids for indigent pupils, plus class- 
room equipment. 

The University of Louisville was 
awarded a $2,500-grant to conduct 
three workshops for teachers of the 
mentally handicapped. 

The Kentucky Society for Crippled 
Children, thanks to $3,200 from the 
fund, was able to continue two proj- 
ects that had been launched with 
grants from the 1954 Crusade. One 
was a year-round group activities 
program, including recreation activi- 
ties in hospitals, and the other was to 
provide occupational therapy to crip- 
pled children confined to their homes. 

A $5,000-fund underwrote hospital- 
ization for indigent, young cancer vic- 
tims at one of the nation’s rare cancer 
clinics for children. The clinic had 
been established by the American 
Cancer Society seven months earlier in 
Louisville’s Children’s Hospital with a 
1954 Crusade grant. 


The Kentucky School for the Blind 


(Continued on page 84) 
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received $6,800 to convert a dangerous 
ravine on its campus into a safe, 
spacious playground for 150 blind 
children. Of them, 130 live at the 
school and previously had no recrea- 
tion area for after-school or weekend 
leisure. 

The Floyd County Council for Re- 
tarded Children received $8,000 to con- 
struct a two-room, pre-fab school and 
install equipment for instructing a 
group of children. The group had been 
forced from its earlier site. 

Nearly $14,000 was used to_ insure 





continuance of four educational and 
training classes at St. Peter’s School 
for 68 cerebral palsied children. Their 
affliction prevented them from attend- 
ing a regular school. 

The Rehabilitation Center of Louis- 
ville was given $15,000 to cover hos- 
pitalization, medical services, therapies 
and rehabilitation for children in need. 
Of the total, nearly $4,000 was re- 
served for fitting children with arti- 
ficial arms and legs. 

$21,000 to Cerebral Palsy 

And $21,000 was granted to United 
Cerebral Palsy of the Falls Cities to 
establish the office of a full-time med- 


a 


An $899,481,000 
Buying Power Market! 
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ical director along lines suggested by 
state and county medical societies. 

WHAS-TV had conducted telethons on 
behalf of a national organization in 
1952 and 1953, but changed to its 
present system in 1954 (Tv ace, April, 
1955). That year, $156,000 was actual- 
ly collected—even more than had been 
pledged during the drive. 

At that time, Mr. Sholis said, “We 
will wait to see how the grants are 
used and how the projects work out 
before we decide 
another.” 


whether we'll do 
The results were so good 
that WHAS staged its second Crusade 
for Children \ast September. 

In that drive, almost $30,000 more 
than was pledged by telephone actually 
found its way into the Crusade coffers, 
with an estimated 98 per cent of the 
pledges fulfilled and, obviously, many 
people giving still more than they had 
promised. 

That the Crusade is a community 
undertaking, not limited to occasional 
group or club action, is evident from 
a breakdown of contributions. Apart 

(Continued on page 86) 
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WHAS-TV 


from an estimated 6,000 contributions 
paid directly into fishbowls (on the 
stage of Louisville’s Memorial Audi- 
torium, where the program originated) , 
some 12,390 individual gifts were 
counted. Of the contributions, 11,174 
were for less than $25 and only 65 
were larger than $100. 


(Cont'd from page 84) 


Project Accepted 


Just as importantly, Louisville groups 
seem to be accepting the project as an 
institution of the city’s own. From the 
first, local churches threw the full 
weight of their support behind the 
Crusade. Independent groups like the 
National Machine Accountants Assn. 
offered their talents for specific jobs 
in the undertaking. Telephone pledge 
centers were quickly offered in four 
cities outside Louisville, and more 
than 1,000 people volunteered to help 
stage the 16-hour program. Plant em- 
ploye charity funds have now begun 
to include the Crusade in their alloca- 
tions, although no specific solicitation 
for that action has ever been made by 


look what’s |, 
switched to 


General 
Electric 
Fully 
Equipped 
Station 






WHAS, on or off the air. 

“We feel that we have converted the 
unique fund-raising abilities of tele- 
vision and radio to a great public 
cause here in Louisville,” Vic Sholis 
summarizes. “Not only do we drama- 
tize the problem of handicapped chil- 
dren, but we also help alleviate, if not 


actually solve, that problem in many 
instances.” 

Now WHAS is getting ready for its 
third Crusade for Children, scheduled 
to be simulcast this fall. And, although 
it hasn’t been announced publicly in 
Louisville yet, contributions are al- 
ready beginning to come in. 








Window Box 


Fowler, Dick & Walker, the 
Boston Store in Wilkes-Barre, has 
had “tremendous success” with 
its local use of Window, color 
insert in NBC-TV’s Home show. 
The department store, located 
just next door to WBRE-TV same 


city, sponsors Window directly 
from its selling floors, all of 


which, wired for television, are 
connected directly to the WBRE-TV 
control room. 

The bedspread department sold 





out 50 units in two and a haif 
days after a plug on WBRE-TV’s 
Window. Many customers were 


“new,” coming from outside the 


CHANNEL 20 


shows 


18) f CBS-TV 
now seen on WJMR-TV! Plus ABC, too! 


7 out fe} the 


store’s usual trading area. 

After a single tv demonstration 
of pots and pans, a pot special 
sold out in two days. The demon- 
stator reported 40 per cent of the 
people he spoke with had come in 
as a result of WBRE-Tv’s Window. 

After a 


hosiery department out-sold at 


one shot on tv, the 


regular prices the pace-setting 
Wednesday Special that gets its 
“very nice” volume from’ news- 
paper advertising. 

And the store’s beauty 





salon 
realized its biggest day since its 
opening the day after it was pro- 


moted on WBRE-Tv’s Window. 
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or the first time, a regional break- 
down on spot tv expenditures 
has been released, covering a full, half- 
year span of this energetic and ex- 
panding area of advertising. The in- 
formation shows the enormous strength 
of spot in such areas as the mid-At- 
lantic states (the country’s population 
center), the east north-central area 
(the heart of prosperously industrial 
Pennsylvania and Ohio) and, of 
course, the Pacific coast. 

The spot figures, it should be noted, 
come from The Rorabaugh Reports 
and were compiled on a regional basis 
by the Television Bureau of Adver- 
tising. The data, heretofore unpub- 
lished, covers the six-month period 
from October 1955 through March 
1956. 

Leading region for the use of spot 
was the mid-Atlantic area, where the 
six-month volume reached some $60.2 
million, or 29.5 per cent of the national 
total. 

Second place is occupied by the east 
north central states where the spot 
volume for six months was $43.3 mil- 
lion, about 21.2 per cent of the na- 
tional gross. 

The expansive Pacific coast took 
third place with a formidable spot 
gross of $28.5 million. That amounts 
to an even 14 per cent of national spot 
business. 

The remaining six of the nine 
regions, into which the United States 
was divided for statistical convenience, 
fall into the following order: 

The south Atlantic states, with a 
$22.4-million volume in spot sales for 
six months, contributed 10.9 per cent 


July 1956 


a four-week 
review of 





REPORT 


current activity 


in national 
spot tv 


of the national total for the same 
period. 

The west central states realized a 
spot tatal of $14.8 million, or 7.3 per 
cent of the national business in these 
placements. This put the region in 
fifth position. 

The west north central region was 
sixth. Its six-month gross from spot 





Top Spot 20 

In the first quarter of 1956 
267 television stations in 181] 
markets in 48 states and Hawaii 
reported to the N. C. Rorabaugh 
Co. for the Rorabaugh report. 
The TvB quarterly spot tabula- 
tions are based on the Rorabaugh 
statistics. Of the 267 reporting 
stations the twenty which re- 
ported the highest number of 
spots, with the number of ac- 
counts reported were as follows: 

1. KDKA-Tv Pittsburgh 240; 2. 
WNAC-TV Boston 186; 3. KTTV 
Los Angeles 185; 4. WNHC-TV 
New Haven 184; 5. wstv Char- 
lotte 183; 6. wpsu-tv New Or- 
leans 171; 7. WBEN-TV Buffalo 
169; 8. KiING-Tv Seattle-Tacoma 
169; 9. wcau Philadelphia 166; 
10. wrvy Miami 161; 11. Kprx 
San Francisco 160; 12. wFaa-Tv 
Dallas 160; 13. wss-tv Atlanta 
158; 14. wyar-Tv Providence 
154; 15. wres Schenectady 153; 
16. WBKB Chicago 153; 17. wera 
Champaign 152; 18. weap Ft. 
Worth 151; 19. xsp-tv St. Louis 
151; 20. Kmtv Omaha 150. 











revenue reached an estimated $11.9 
million, or 5.9 per cent of the nation’s 
total. 

The populous New England area did 
not come in until seventh. Its spot 
volume was reported at $10.8 million, 
or just over 5 per cent—5.3 per cent 
—of the country’s total spot business. 

The east south central states had a 
spot volume of $7.9 million which put 
the region eighth on the list. This area 
realized only 3.9 per cent of the total 
spot revenue. 

Last position is held by the moun- 
tain region, an area where some states 
still have not been interconnected for 
live, network programming. In ninth 
position, the mountain states did a 
healthy spot business, however, chalk- 
ing up a $4.1-million total in a short 
six-month period. Nevertheless, their 
volume amounted to only 2.0 per cent 
of the country’s spot total—more than 
$204 million, as noted last month. 

One more interesting thing should 
be pointed out in the regional list. 
The central part of the continental 
United States was broken into four 
sections: the east north central, the 
east south central, the west north cen- 
tral and the west south central. These 
four areas did a collective spot busi- 
ness of $77.6 million for six months 
—nearly 40 per cent of the nation’s 
spot revenue. That figure points up a 
striking comparison with the volume uf 
the no. 1 spot region, the middle At- 
lantic states. 


ALLEN INDUSTRIES, INC. 


(Alfred J. Silberstein-Bert Goldsmith, 
Inc., N. Y.) 


The Karpet-Square division has taken 
(Continued on page 88) 
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another step towards its spot campaign as 
reported in June Spot Report. Agency is 
now asking for wails minutes during the 
day. Joan Pehrson, media director, is the 
timebuyer. 


AMANA REFRIGERATION, INC. 
(Maury, Lee & Marshall, Inc., N. Y.) 


The company is backing a co-op spot 
campaign in 80 markets during June and 
July. Charles B. Ripin, account executive, 
is the contact. 


AMERICAN TOBACCO CO. 
(Batten, Barton, Durstine & Osborn, 
Inc., N. Y.) 


In March Spot Report it was first suggested 
that LUCKY STRIKE might make a spot 
splash. The company is coming closer to 
that eventuality—it is considering 
availabilities in New Orleans and a few 
other markets as a starter. Hope Martinez is 
the timebuyer. 


THE B. V. D. CO., INC. 
(Al Paul Lefton Co., Inc., N. Y.) 


The company is now getting underway with 
the second part of a three-phase campaign. 
(For the first phase, see April Spot Report.) 
In addition to renewing around ball games 
in New York, B. V. D. is running schedules 
of animated minutes for 13 weeks in 

Kansas City, San Francisco, Pittsburgh and 
Providence. The third phase is slated for the 
fall in five or six new markets, although 

it might renew in present markets if 
franchise proves valuable. Bradley Coley is 
the timebuyer. 


BEST FOODS, INC. 
(Dancer-Fitzgerald-Sample, N. Y.) 


Best Foods is sponsoring the CBS Television 
Film Sales series, My. Favorite Husband, 
for 13 weeks in around 10 major markets on 
the west coast. Following this there is 

a chance the company will take on Our 
Miss Brooks, another CBS Television Film 
Sales series. Peter Triolo is the timebuyer. 





Mitchell Award 


Don S. Mitchell, radio-tv di- 
rector of Watts, Payne-Advertis- 
ing Inc., has 
been named 
“Tulsa’s 
Most Out- 
standing 
Young Man 
of 1955” for 
his work in 
that Okla- 
homa city’s 
civic affairs 
last year. With the honor went 
the Distinguished Service Award 
from the Tulsa Junior Chamber 
of Commerce. Mr. Mitchell has 
been with Watts, Payne since 
1948 and organized the radio-tv 
department which he heads. He 
is also secretary of the company. 














BON AMI CO. 

(Ruthrauff & Ryan, Inc., N. Y.) 
Company at present is using a test campaign 
for its INSTANT WINDOW CLEANER 
on WHEN-TV Syracuse, WHP-TvV Harrisburg 
and wrva-Tv and wtvr Richmond. These 
schedules were placed by Norman, Craig 
& Kummel and any continuation or 
extension, of course, will have to be passed 
by R&R when it takes over in August. 
R&R has not yet assigned a timebuyer. 


BLATZ BREWING CO. 
(Kenyon & Eckhardt, Inc., Chicago) 


This brewer is now using spot in Michigan 
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and in the south. It is currently picking up 

in its other areas using minutes and 

20’s, Ted Rosenach, Blatz advertising 

director, goes into local markets and 

arranges buys at local rates, if possible. In 

any case, the agency is in on the transaction. 
Sager, media director, is the contact. 


BOWMAN BISCUIT CO. 
(Ball & Davidson, Inc., Denver) 


Firm is planning a spot campaign in the 

fall in 20 western and southwestern markets. 
It will use filmed announcements, C. A. 
Salstrand, president, is the contact. 


BROWN SHOE Co. 

(Leo Burnett Co., Inc., Chicago) 

For its Robin Hood Division the company 
has renewed Buffalo Bill Jr., a Flying A 
half-hour film series, in the 52 markets it 
carried the show last year (see September, 
1955 Spot Report). It also will be making 
new buys, the first moves being made in 
single station markets. 

Mars, Inc., for MARS CANDY, will be the 
alternate sponsor for the series which will 
get underway in late July. Helen Stanley 
is the timebuyer. 


BUITONI MACARONI CORP. 
(J. Walter Thompson Co., N. Y.) 


The company is now carrying a schedule in 
New York only for its meat sauce. This 
promotion will be enlarged in the fall and 
will include some new markets never used 
before by Buitoni. Peg McCauley is the 
timebuyer, 


CAMPBELL SOUP CO. 
(Leo Burnett Co., Inc., Chicago) 
Plans are now in the process for a fall 


campaign for FROZEN SOUPS that will be 
bigger than ever. Carl Gylfe is the timebuyer. 


CAMPBELL SOUP CO. 
(Leo Burnett Co., Inc., Chicago) 


The agency has now taken over all of the 
Franco American account. It has cancelled 
France American’s Mickey Mouse Club 
participations and it is expected that this 
is where spot money will come from. 
Carl Gylfe is the timebuyer. 


CANADA DRY GINGER ALE, INC. 
(J. M. Mathes, Inc., N. Y.) 


A summertime spot campaign is currently 
running. Now the company is going ahead 
with its fall plans in which it will use 
minutes and 20’s as well as film shows in 
at least 42 markets. Edna Cathcart is the 
timebuyer. 


CLOVERLEAF DRY MILK 
(H. G. Sample Advertising, Atlanta) 


A good chance that this company will begin 
schedules in tv and radio in many southern 
markets. Etheleen Bowles, media director, 
is the timebuyer. 


COLGATE-PALMOLIVE Co. 
(Carl S. Brown Co., N. Y.) 


There’s a good chance that HALO will come 
up with spot activity in the fall. 
Rose-Marie Vitanza is the timebuyer. 


gel PRODUCTS REFINING 

(C. L. Miller Co., N. Y.) 

In addition to the campaigns mentioned in 
(Continued on page 90) 
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It’s bold new “trail-blazer” stripes flashing 
across a strapless Lastex swimsuit from 
the new Cole of California collection. 


It’s tons of tuna heading for the can- 
neries of Metropolitan Los Angeles—the 


nation’s seafood canning capital. 


KROA = . BY SPOT SALES... 


It’s millions of lasting impressions—made 
on big-earning, big-spending Southern 


Californians by advertisers who use 


LEADERSHIP STATION IN LOS ANGELES 
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June Spot Report for LINIT and NIAGARA 
laundry starches the company is also 
placing schedules in around 10 markets 
for MAZOLA OIL and in two or three 
markets for KARO FROSTING. 

Frank Delaney is the timebuyer. 


DEERING-MILLIKEN & CO. 
(Amos Parrish & Co., N. Y.) 


The company is just finishing its spring 
campaign for AGILON and as reported in 
March Spot Report will be back again 

in the fall for the same product as well as 
others. Deering will run a six-week 
campaign for LORETTE, a woolen yarn, 
and MAZET, sweater yarn, in early fall 
and another in late fall for AGILON, 
hosiery fabric, in 24 markets. Robert Hull, 
account executive, is the ‘contact. 


THE FLORIDA CITRUS 
COMMISSION 


(Benton & Bowles, Inc., N. Y.) 


The commission has just approved the 
budget for the coming year. It will spend 
most of the $1.5 million marked for tv in 
spot announcements. The commission is 
looking for daytime minutes and nighttime 
ID’s. Buys will be made on 107 stations in 
67 markets. There will be supplementary 
campaigns during the year. Frank Carvel 
is the timebuyer. 


GAYMONT LABORATORIES, 
INC. 

(H. M. Gross Agency, Chicago) 
The maker of DOCTOR GAYMONT’S 





Furniture Sells 


Johnson Bros. Furniture Store 
in Junction City, Kan. (popula- 
tion: 16,000) used television for 
the first time recently via four 
consecutive 10:10 p.m. weather 
shows, featuring Gene McKinney 
and a locally popular cartoon 
creation, plus 18 spots during the 
four days, on WIBW-Tv Topeka. 
Result: $60,000 worth of mer- 
chandise sold directly from the 
floor and warehouse, with no or- 
ders taken for future delivery. 

Five similar McKinney shows, 
plus 22 supporting spots, on 
WIBW-TV also moved $10,000 
worth of room coolers for the 
Midwest Merchandise Mart in 
Madison, Kan. (population: 
600). 











YOGURT is spreading its distribution 
throughout the country. The company has 
used tv spot in the past and is favorably 
inclined towards using more. It is now 
seeking local dairies with which it can 

go into co-op campaigns. Harold M. Gross, 
president, is the contact. 


ADVERTISERS WHO ARE 


BROADENING THEIR CONSUMER MARKET ARE 
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_ AS A BASIC 


ADVERTISING . 
MEDIUM 


MEYER ROBINSON, GENERAL MANAGER OF THE MANISCHEWITZ WINE CO., 
CREDITS SPOT FOR THE GROWING SUCCESS OF MANISCHEWITZ: 


“WE'VE FOUND THAT EXPANDING MANISCHEWITZ WINE'S CONSUMER 
MARKET IS A JOB THAT SPOT RADIO AND SPOT TELEVISION DO BEST. 
BECAUSE SPOT ALLOWS COMPLETE MARKET AND SEASONAL FLEXIBILITY, 


AND BECAUSE WE CAN DRIVE OUR BRAND 
NAME HOME WITH A CATCHY JINGLE, 
SPOT GETS 99% OF OUR ADVERTISING 


DOLLAR.” 
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GENERAL ELECTRIC 
TELECHRON CLOCKS 

(N. W. Ayer & Son, Inc., N. Y.) 
There will be some Telechron tv activity in 
the fall but as yet it is uncertain whether _ 
it will be network or spot. Jeanne Nolan is 
the timebuyer. 


GENERAL FOODS CORP. 
(Young & Rubicam, Inc., N. Y.) 
Birdseye division will have a special 
summer promotion for several new fruit 
concentrates. Lorraine Ruggiero is the 
timebuyer. 


GLAMORENE, INC. 


(Product Services, Inc., N. Y.) 
Glamorene has started a heavy saturation 
campaign on WABD New York, using 44 
two-minute spots per week. Plans are now 
being made to extend the campaign 
throughout the country starting in early fall. 
The company will buy minute participations 
and programs around the clock wherever it 
can find a good buy. Julia T. Lucas is the 
timebuyer. 


GOLDEN MIX, INC. 

(R. Jack Scott, Inc., Chicago) 

Agency has just been assigned the account. 
And for the producers of GOLDEN MIX 
PANCAKE MIX and BETTER BATTER 
FRYING MAGIC a campaign using 
newspapers, radio and tv spot is planned 
for the Central and North Central states. 
Robert Riemenschneider Jr. is the 
timebuyer. 


GOOD HUMOR CO. OF 
CALIFORNIA 
(M. B. Scott, Inc., Hollywood) 


The account, which has just moved to Scott, 
has started a four-month campaign with 

the major part of the ad budget going into 
spot tv in Los Angeles, San Diego and 
Bakersfield. Lou Holzer, vice president, is 
the contact, 


GUNTHER BREWING CO. 
(Sullivan, Stauffer, Colwell & Bayles, 
Inc., N. ) 

Agency has just taken on the account but 
is already making plans for a heavy fall 
spot campaign in the middle and 
southeastern Atlantic states. Dan Hirsch 

is the timebuyer. 


MARTIN L. HALL CoO. 

(James Thomas Chirurg Co., Inc., 
Boston) 

As of July 1 the agency will take over the 
account. As of now tv spot is being 
considered along with other media to 
promote VICTOR COFFEE, TEA and 
INSTANT COFFEE in North Atlantic states. 
Herman A. Braumuller Jr., media director, 
is the timebuyer. 


HEKMAN BISCUIT CO. 
(George H. Hartman, Inc., Chicago) 


For a fall start Hekman will be alternate- 
week sponsor of Ziv’s Dr. Christian in about 
20 midwestern markets. Virginia Caldwell 
is the timebuyer. 


HILLS BROTHERS, INC. 
(N. W. Ayer & Son, Inc., N. Y.) 


Hills Brothers Coffee is just finishing a 
special four-week campaign. The company 
(Continued on page 92) 








AMERICAN RESEARCH BUREAU 
March, 1956 Report 
GRAND RAPIDS-KALAMAZOO 


Number of Quarter Hours 
with Higher Ratings 


MONDAY THRU FRIDAY WZKO-TV Station B 


8a.m.- 6 p.m 136 61 
6 p.m. - 11 p.m 87 13 


SATURDAY AND SUNDAY 

10 a.m.- 11 p.m 72 
NOTE: Survey based on sampling in the following 
Folge) olelasielat} Grand Rapids (44.7%), Kalamazoo 
19.7%), Battle Creek (18.2%), Muskegon-Muskegon 
Heights (17.4% 











































MARCH ARB TOP TWENTY ALL ON WKZO-TV 
Program Rating 

1. I've Got A Secret 56.7 

2. Wyatt Earp 55.9 

3. Disneyland 55.8 

4. I Love Lucy 55.4 MICHIGAN 
5. Ed Sullivan 53.4 

6. Godfrey & Friends 52.6 

7. The Millionaire 52.2 

8. Name That Tune 49.6 

9. Godfrey's Talent Scouts 48.4 

10. Robin Hood 48.2 

11. Mama 46.4 » Lanesnen 

12. Burns and Allen 45.4 

13. Sgt. Preston of the Yukon 45.4 

14. $64,000 Question 45.2 T 

15. Climax 45.1 |° CATE Caeee = 

16. December Bride 44.0 «| @ KALAMAZOO 2 JACKSON J 
17. Mobile Theatre 43.5 PAW PAW f 
18. Honeymooners 43.3 

19. Rin Tin Tin 42.5 
20. Lone Ranger 42.3 . 
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INDIANA 


WKZO-TV (Channel 3) has 100,000 watts of power —1000-foot 
tower — offers you 600,000 families within its grade B coverage 
area! 

So more than ever, WKZO-TV can put you over the top in 
sales in Western Michigan! 


, 100,000 WATTS e CHANNEL 3 e 1000’ TOWER 
The Felver Vlations 


WKZO-TV — GRAND RAPIDS-KALAMAZOO 
WKZO RADIO — KALAMAZOO.BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 
WAJEF-FM — GRAND RAPIDS-KALAMAZOO = 
KOLN-TV — LINCOLN, NEBRASKA 
Associated with 
WMBD RADIO — PEORIA, ILLINOIS 


Kalamazoo-Grand Rapids and Greater Western Michigan 
Avery-Knodel, Inc., Exclusive National Representatives 
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Spot (Continued from page 90) 


will lay off for the summer but will be back 
in the fall with a heavier-than-usual 
campaign in its usual markets, some 20 in all. 
The company buys both day and night and 
minutes and 20’s. Paul Kizenberger is the 
timebuyer. 


INTERNATIONAL CELLU- 
COTTON PRODUCTS CO. 
(Foote, Cone & Belding, Inc., 
Chicago) 

The campaign mentioned in May Spo 
Report for KLEENEX TABLE NAPKINS 
has been extended in the markets bought in 
May and also enlarged to include several 
new markets. Day and night minutes and 
20’s are being used. Vera Tabloff is the 
timebuyer. 


KROMEX CORP. 
(Carlos Franco Associates, Inc., N. Y.) 


This maker of aluminum ware is getting 
ready for its first venture into tv via a spot 
campaign in Providence, Boston, Hartford, 
New York and Philadelphia. Kromex is 
buying live minutes and 20’s. The campaign 
will run through the summer, Then in the 
fall another schedule will run until 
Christmas. Richard Hubbell, vice president 
and general manager, is the timebuyer. 


V. LA ROSA & SONS, INC. 


(Sullivan, Stauffer, Colwell & Bayles, 
Inc., N. Y.) 


This macaroni and spaghetti producer is 
looking for half-hour film shows in Baltimore 
and Pittsburgh. It currently is sponsoring 
MCA-TV Syndication’s Waterfront in New 
York, Philadelphia and Boston and 

NBC Television Films’ Crunch and Des 

in Albany-Schenectady-Troy. Dan Hirsch 

is the timebuyer. 


LEVOLOR-LORENTZEN, INC. 
(Friend, Reiss Advertising, N. Y.) 
This manufacturer of venetian blinds has 
shuttered spot activity for the summer. 
Tt will be back in the fall with 
announcements and programs. Ed Ratner, 
tv-radio director, is the timebuyer. 


MAIER BREWING CO. 
(Anderson-McConnell Advertising, 
L. A.) 


BREW 102 has shifted to Anderson- 
McConnell and, while media plans are as 
yet unknown, firm has been a user of tv 
spot in the past. Jacque Molinaro is the 
timebuyer. 


MARS, INC. 

(Leo Burnett Co., Inc., Chicago) 
MARS CANDY will be alternate sponsor 
with Brown Shoe of the half-hour film, 
Buffalo Bill, Jr. (See BROWN SHOE CO.) 
Helen Stanley is the timebuyer. 


METAL FOIL CO. 
(The Wexton Co., N. Y.) 


The spring campaign for BROIL-A-FOIL 
proved a huge success. The company bought 
three 60’s and 11 ID’s per week on WRCA- 
TV New York and with this as a springboard 
for their advertising, sales increased close 

to 1,200 per cent, The firm will be back in 
spot in the fall in New York, Boston, Detroit, 
Philadelphia, Chicago and Los Angeles. 
Larry Schwartz, president, is the contact. 


MONARCH WINE CO. 
(Emil Mogul Co., Inc., N. Y.) 


The maker of Manischewitz Wine will get 
its fall spot campaign underway on or about 
the last week in September. The company 





JEP Expands 


The John E. Pearson Televis- 
and John E. Pearson 


Co., tv and radio station repre- 


ion, Ine. 


Timothy Cassidy 





sentatives, opened new offices last 
month in Los Angeles and San 
Francisco. 

The San 
Francisco of- 
fice is under 
the manage- 
ment of B. 
.. 2 
Timothy (1.), 
who is presi- 
dent of KMBY 
Monterey 
and will con- 
tinue in an advisory capacity at 
the station. Mr. Timothy has 
been advertising manager of the 
Griesedieck Western Brewing 
Co., and also served with the 
Oklahoma Publishing Corp. and 
the station representative firms of 
Free & Peters (now Peters, Grif- 
fin, Woodward, Inc.) and Avery- 
Knodel. His assistant will be Sue 
Masterson (c.), who has been 
with John E. Pearson for the past 
14 years. 

David Cassidy (r.), trans- 
ferred from the New York office 
of the firm, is manager of the Los 
Angeles office, assisted by Shirley 
Ann Hofmann. Mr. Cassidy’s re- 
placement in the New York of- 
fice is F. A. “Mike” Wurster, 
formerly with waBp New York, 
BBDO and Kieswetter, Baker, 
Hagedorn and Smith (now dis- 
solved). 





Masterson 




















expects to be active in around 130 markets. 
It will use almost exclusively nighttime 
placements, with the emphasis on late night 
spots. Monarch will buy mostly minutes 

and some 20’s and is especially interested 
in multiple plans. Elaine Schachne is the 
timebuyer. 


PHILIP MORRIS, INC. 

(Ogilvy, Benson & Mather, N. Y.) 
The agency has just taken on the newly 
revised SPUD, a mentholated cigarette. The 
product will be introduced first in Arizona, 
California, Oregon and Washington. Spot 
tv will be used beginning the end of July. 
The agency is looking at availabilities on 

its own but it might end up using either the 
company’s franchise time, its own time or a 
bit of both, SPUD will begin to be 
distributed throughout the remainder of the 
country in the fall. Martin Kane is the 
timebuyer. 


PHILIP MORRIS, INC. 

(Leo Burnett Co., Inc., Chicago) 
MARLBORO, too, will be adding to its 
schedules. It is especially looking for buys 
around special event shows, particularly 
sports. Rex French is the timebuyer. 


PHILIP MORRIS, INC. 

(N. W. Ayer & Son, Inc., N. Y.) 
Look for PM to add to its present 50-market 
list. The company prefers nighttime 20's 
but will buy minutes and ID’s. No day 
buys, however. Isabel Ziegler is the 
timebuyer. 


MOTHER’S CAKE & 
COOKIE CO. 


(Guild, Bascom & Bonfigli, Inc., 
San Francisco) 

This bakery organization, a good spot user 
(see November Spot Report), is now being 
handled by this tv-active agency (see 
“Three Men on a Lark,” November, 1955). 


Marcee Sanders is the timebuyer. 


MYSTIK ADHESIVE PRODUCTS 
(George H. Hartman Co., Chicago) 
Mystik will go in for a heavy spot campaign 
in the fall promoting its color cloth tapes. 
Virginia Caldwell is the timebuyer. 


THE NESTLE Co., INC. 
(McCann-Erickson, Inc., N. Y.) 


For INSTANT COFFEE the company is 
buying live shows, preferably news, in 
Philadelphia, Detroit, Los Angeles and a 
few other major markets where it has been 
running announcements. Where it can’t 
get good buys it will hold on to 
announcement schedules. Virginia Conway 
is the timebuyer. 


QUALITY BAKERS OF 
AMERICA COOPERATIVE, INC. 
(Direct) 

Almost all of the association’s 130 members 
are participating in the current 
“Picnic-time” spot campaign. Schedules 
of minutes and 20’s are used. At the same 
time, plans are being made for the fall. 
Most probably film shows will be used by 
the majority of member-bakers. 

Stephen W. Siddle Jr., media director, 

is the timebuyer. 


READY-TO-BAKE FOODS, INC. 


(Henri, Hurst & McDonald, Inc., 
Chicago) 
This company has been off the air for 





Success or Failure 


“Nothing important happens 
until someone gets excited,” says 
a recent issue of Dividends, the 
house organ of Ketchum, Mac- 
Leod & Grove of Pittsburgh and 
New York. 

“Sometimes,” the pamphlet 
continues, “the difference between 
success and failure in an enter- 
prise can be measured by the de- 
gree of excitement that is stirred 
up about it.” If you have the 
ability to get excited about im- 
portant things, you are just that 
much better in business. “And if 
you have the ability to generate 
excitement in other people, you 
multiply your value immeasur- 
ably.” 

This theory, the advertising 
agency explains, applies not only 
to the individual, but to his em- 
ployes and dealers, as well. Ex- 





citement will produce extra ef- 
forts in others, “And the people 
you stir up into extra efforts will 
love it. And love you.” 

The nine-page booklet cites 
three examples in which Chris 
Witting, Westinghouse vice pres- 
ident in charge of consumer 
products; Bink Dannenbaum, 
sales vice president for West- 
inghouse Broadcasting Co., and 
the McKinney Mfg. Co., makers 
of a non-mortise hinge, each 
solved business problems by in- 
jecting extra enthusiasm into 
them. 

“It isn’t enough just to be 
excited; you have to look excited 
and act excited. Sometimes it is 
important to look excited and act 
excited even if you’re not—for 
its inspiring effect on other 
people.” 

For the point is, as Dividends 
explains toward its end, “. . . the 
whole American system is based 
on the realization that ordinary 
people are capable of extraor- 


dinary things.” 











quite a while but there is a good possibility 
for it to come back into spot this fall with 
a campaign for PUFFIN BISCUITS. 
Laura Hall is the timebuyer. 


(Continued on page 94) 
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Spot (Continued from page 93) 
REED CANDY CoO. 
(Kencliff, Breslick & Co., Chicago) 


Plans for a sp campaign fell through 
but there’s a = possibility that in the 

fall Reed will buy participation schedules 

in local kid’s shows, Ken Whittleder is the 


timebuyer. 


RINGLING BROS. AND BARNUM 
& BAILEY CIRCUS 


(Foote, Cone & Belding, Inc., N. Y.) 


The circus pattern this year is to buy a 
week before the show rolls into town and 
generally to continue to the last 

day. Schedules of minutes and 20's are 
used. Arthur Pardoll, director of broadcast 
media, as usual is handling the first stages 
of a new account. 


SCHLITZ BREWING CO. 
(J. Walter Thompson Co., N. Y.) 


The company’s TALL BOY campaign in 
Texas went so well it is taking it to other 
parts of the country. Schlitz uses nighttime 
20’s and it should be very active. Sylvia 
Rutt is the timebuyer. 


SEABOARD DRUG CO. 

(Carlos Franco Associates., Inc. N. Y.) 
The company has begun promoting 
CALANO, a weight reducer, on radio but tv 
spot activity in major markets is to he 
started soon. Richard Hubbell, vice 


president and general manager, is the 
timebuyer. 


THE SEVEN-UP CO. 
(J. Walter Thompson Co., Chicago) 


As predicted in January, 1956 Spot Report 
this soft drink firm is coming back in the 
fall with the MCA-TV Syndication series, 
Soldiers of Fortune. The company will add 
some new markets bringing its total to 
around 145. William Kennedy is the 
timebuyer. 


STERLING BREWERS, INC. 


(Smith, Benson & McClure, Inc., 
Chicago) 


Sterling enters tv programming for the first 
time with the purchase of the MCA-TV Film 
Syndication package, Rosemary Clooney 
Show. The series will run 52 weeks in Terre 
Haute, Indianapolis, Evansville, Nashville, 
Chattanooga and Louisville. John G. 
Schroeder, media director, is the contact. 


STERLING DRUG CO., INC. 
(Carl S. Brown Co., N. Y.) 


The company is setting up for an early fall 
start schedules of daytime minutes only 
for DR. CALDWELL’S LAXATIVE 

and daytime minutes and 20’s for 
FLETCHER’S CASTORIA. 

Rose-Marie Vitanza is the timebuyer. 








Calling All Color Stations 
“JOHNNY THE GIANT KILLER” 


60 minute feature cartoon in Technicolor 
Available now on library deal 


ATLANTIC TELEVISION corp. 
130 West 46th Street, N. Y. C 
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SOUTHERN BAPTIST CONV. 
(Direct) 


The convention will spend around $250,000 
in placing its film series, This is the 
Answer, in some 60 markets, It is expected 
that this campaign will not start, however, 
until next year. Dr. Paul Stevens, in charge 
of tv production for the group and located 
in Ft. Worth, is the contact. 


Personals 


Dancer-Fitzgerald-Sample Inc., New 

York, has named Sal Agovino to its time- 
buying staff for Falstaff Brewing Co., which 
is spending an increasing amount on spot 
tv. Mr. Agovino was formerly timebuyer on 
Vel at William Esty Co., New York. 
Robert Kriss at Esty now buys time 

for Vel, Rapid Shave and Fab. 


In Hollywood, Leo Burnett Co. has 
appointed Roy Curtis media director on 
the Eastside Div. of Pabst Brewing Co. of 
California. He formerly was with 

Raymond R. Morgan Co. there. 


Carol Sleeper, timebuyer at Geyer 
Advertising Inc., New York, on American 
Home Products and Tetley Tea, 

resigns shortly. 


Kenyon & Eckhardt Inc., Los Angeles, has 
named Ruth Fredericks assistant to 

media director James Staples, working on 
the ty-radio accounts. She formerly was 
media director of Ruthrauff & Ryan Inc. 


Frank J. Marinello, formerly with Morey, 
Humm & Warwick, New York, is now 
timebuying on the Plymouth account at 
N. W. Ayer & Son, New York. 


Gordon Best Co. Inc., Chicago, has 
appointed Mary Forrest timebuyer and 
assistant to Kay Knight, who buys 

for Helene Curtis Industries Inc. 

Miss Forrest was formerly with North 
Advertising there. 


Bond Clothes, which recently switched from 
the now-defunct Biow Co. to The 

Joseph Katz Co., New York, for tv-radio on 
the east coast, will have Edward Fonte, 
media director, doing the timebuying. 
Compton Advertising Inc., Los Angeles and 
San Francisco, will handle broadcast 
media on the west coast. Lynn Gross of the 
San Francisco office is timebuyer. 


Another former Biow account, Armstrong 
Rubber Co., is now at Lennen & 

Newell Inc., New York, with Richard Eyman 
doing the timebuying. (For other Biow 
changes see June Personals.) 


Mary Dowling, who used to timebuy for 
Bon Ami at Norman, Craig & Kummel Inc., 
New York, is now at Ruthrauff & Ryan 
Inc. there. Coincidentally, R & R 

takes over the Bon Ami account in August. 


Hal Davis, timebuyer at Compton 
Advertising Inc., New York, is working on 
the newly-acquired R. T. French Co. 
account (mustard and spaghetti sauce mix). 
A. Goodman & Sons Inc. (noodles) 

has appointed Doyle Dane Bernbach Inc., 
New York, to handle all advertising. 
Jean Simpson will do the timebuying. 
Jonathan Yost, agency producer for 
Cunningham & Walsh Inc., Los Angeles, on 
Gunsmoke (CBS-TV), Dragnet (NBC-TV) 
and Warner Bros. Presents (ABC-TV), 
joins Doyle Dane Bernbach there 

as tv-radio director. 

Beverly Turner, formerly timebuyer at 
McCann-Erickson Inc., New York, 

on American Safety Razor Co. and 

B. F. Goodrich Co., is now at 

J. Walter Thompson Co. there. Miss 
Turner is timebuying for Brillo and 
Mentholatum. 


TOY GUIDANCE COUNCIL 
(Friend, Reiss Advertising, N. Y.) 


A 15-minute film series called Toyland 
Express and starring ventriloquist Jimmy 
Nelson will be used by the Toy Council 

for a pre-Christmas campaign to start in 
November. The council hopes to place the 
show in around 100 markets, with local 
toy store members placing and sponsoring. 
Ed Ratner, tv-radio director, is handling 
distribution. 


MRS. TUCKER’S FOODS, 
(Bryan Houston, Inc., N. Y.) 


Agency takes over account August 1. 
Advertising is now in planning stage but 
there is a good chance that even as early 
as August some tv spot will be getting 
underway. Robert Boulware is the 
timebuyer. 


INC. 


UNDERWOOD CORP. 
(William Esty & Co., N. Y.) 


On July 1 Esty will take over all of 
Underwood’s advertising. There are no 
immediate plans known at this time but 
there is an indication that spot tv is 
being considered for the future. Harry 
Martin is the media contact on the account. 


WESSON OIL & SNOWDRIFT 


(Fitzgerald Advertising Agency, 
New Orleans) 


The company made the first purchase from 
the new alignment between Vitapix Corp. 
and Hal Roach Studios. It bought the 
Roach-produced Blondie series for an 
October start on the Vitapix group of some 
65 stations. There is a chance that the 
company will also place the half-hour films 
in non-Vitapix markets. Class A time slots 
will be used and the series is slated to run 
for 52 weeks, Mrs. Marie O’Meara is the 
timebuyer. 


WHIRLPOOL-SEEGER CORP. 
(Kenyon & Eckhardt, Inc., Chicago) 


The $5 million broadcasting expenditure 
has been portioned out: Some $4.5 million 
will go for network (NBC) spectaculars; 
most of the remainder will be spent on 
spot tv which will begin in the fall. 
Harry Sager, media director, is the contact. 


R. R. WILLIAMS, INC. 
(Page, Noel & Brown, Inc., N. Y.) 


The maker of WASH-’N-DRI is planning 

to spend around $250,000 for a six-month tv 
spot campaign. It will use a minute and 
20-second film and is looking for mostly 
daytime spots and some nighttimes, The 
campaign is expected to get started in July 
in New York, Boston and Detroit. Other 
markets to be picked up at a later date 
include Philadelphia, Washington, Cleveland, 
Chicago and Los Angeles. Elliott Nonas, 
president, is the contact. 


WILLIAMSON CANDY CO. 


(Aubrey, Finlay, Marley & Hodgson, 
Chicago) 

Put down the maker of OH HENRY candy 
as a definite spot user in the fall. The 
company likes to buy participations in local 
personality shows. Eugene E. Fromherz, 
media director, is the timebuyer. 








Ne wsfront (Con’t from page 37) 


Westinghouse Electric Corp. is repeat- 
ing its 1952 convention sponsorship 
over CBS, while Radio Corp. of Amer- 
ica, Sunbeam Appliances and the Olds- 
mobile Division of General Motors will 
divide the commercial time on NBC. 


Philco will spend some $4,200,000 to 


JOHN DAY 
CBS Director of News 


push its complete line of tv and radio 
sets, regular and hi-fi phonographs, 
refrigerators, ranges and freezers, with 
particular emphasis to be placed on 
the new home-laundry 
equipment. Better than 20 per cent of 
Philco’s commercial time at Chicago 
and San Francisco will be allocated 
to live and film spots promoting this 
recent washing-and-drying adjunct to 


company’s 


its line. 

In addition to the accent on its 
home-laundry products and the con- 
ventional pushing of its wide variety 
of tv, radio and phonograph sets, 
Philco also intends to do a hard-sell 
“special-for-this-week-only” type of 
sales job on behalf of its various re- 
frigerator, freezer and range models. 


WESTINGHOUSE PLANS. For the 
$5 million it will be paying to CBS for 
time during the two conventions, on 
Election Night and through an interim 
nine-week series of political debates 
between party leaders during Septem- 
ber and October, Westinghouse is plan- 
ning a minimum of 154 commercials— 
60 per convention, 18 during the 
“bridge” series and 16 on Nov. 6. With 
the possibility of either or both con- 





ventions running into extra hours, 
Westinghouse could well be the bene- 
ficiary of many more spots than the 
minimum guaranteed by CBS—a cir- 
cumstance which, of course, applies to 
the advertisers on ABC and NBC as 
well. 

Of its minimum total of 154, West- 
inghouse will devote 63 per cent to 
commercials on consumer products, 
with the remaining 37 per cent allotted 
to commercials for apparatus, indus- 
trial and defense products and general 
corporate advertising. Betty Furness, 
Westinghouse’s longtime “saleslady,” 
will of course figure prominently in the 
delivery of the commercials for both 


consumer and non-consumer products. 


THREE NBC SPONSORS. RCA, 
Oldsmobile and Sunbeam will split 
NBC’s convention-election price tag of 
more than $4 million, but what direc- 
tion each campaign will take has not 
yet been revealed, other than Sun- 
beam’s announced intention to use live 
and film spots equally to promote every 
item in its appliance catalogue. 

Each of the networks will have a 
staff of between 300 and 400 newsmen, 
production specialists and technicians 
handling what unquestionably will be 
the largest-scale news operation ever 
tackled by the broadcasting industry. 
Tons of equipment and the small air 
force needed to shift it from Chicago 
to San Francisco in one day—due to 
the back-to-back scheduling of the con- 
manifesta- 


ventions—are additional 


tions of the magnitude of a job that 


has been in the planning stages for the 
past two and three years. 


WILLIAM R. MC ANDREW 
NBC News Director 
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KSYD-TV 


WICHITA FALLS 
leads in 64... 


twice as many 
as Station “BY” 


THE SCORE: 64 to 32 


Sunday through Friday 
6:30 to 10:30* 














The leading carrier of 
National Spot business in 
the Wichita Falls market 
according to Rorabaugh 


Reports 
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KSYD-TV 


Wichita Falls, Texas 





Exclusive CBS for North Texas 
and Southern Oklahoma 
Hoag-Blair Company 
Nat'l Sales Representatives 


*Wichita Falls Metropolitan 
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< stb e Half the size (by 


|e A Pad volume) of the 
BK-6A! 





DIRECTIONAL CHARACTERISTICS 
OF BK-68 MICROPHONE 


e Excellent speech 


balance when 
talking “Off Mike!" 





e Wide range Fre- 
quency Response! 





Smallest dynamic microphone ever’ developed for radio and tele- 
vision broadcasting! You'll be amazed by its frequency response and 
directional characteristics that provide superior speech balance 
when used “off mike” or worn on the person. 


Tiny ... less than three ounces in weight, this new miniature mike is 
easily concealed in hand, under necktie, or corsage. Versatile . . . it 





. provides increased efficiency to difficult walk-around operations, 
Picture shows how much 


smaller the BK-6B is than 
the BK-6A ... yet efficiency 
is improved! 


allows performers greater flexibility and freedom of movement . . . 
adds informality to every such production. Tough . . . the BK-6B 
takes the roughest treatment in stride, is furnished with flexible 
30-foot cable especially designed for ease of manipulation and 
long life. 


You'll find it a “giant” in performance for a wide variety of broad- 
cast applications. Ask your RCA Broadcast Representative for com- 
plete information. In Canada, write RCA VICTOR Company 
Ltd., Montreal. 


RADIO CORPORATION of AMERICA 


BROADCAST AND TELEVISION EQUIPMENT 
CAMDEN, N. J. 











Washington Memo 


THE BRICKER BILL. Sen. John W. 
Bricker (R., Ohio), whose bill to place 
the networks under the direct authority 
of the FCC is before Congress, revealed 
his thinking regarding the television 
industry when Robert Sarnoff, presi- 
dent of NBC, recently testified before 
the Senate Interstate Commerce Com- 
mittee. 

Because of its high importance to the 
various elements that compose the in- 
dustry, particularly to the advertising 
business, the testimony on that oc- 
casion would seem to warrant careful 
reading for the insight it gives into 
the mental processes which motivate 
the Senator’s strong determination to 
regulate the networks. 


SENATOR’S REMARKS. During his 
lengthy interrogation of Mr. Sarnoff, 
Senator Bricker said, “The individual 
station is subject to license. It is con- 
trolled and regulated by the rules of 
the Commission. It is responsible to 
them (the Commissioners) in the pub- 
lic interest. It is, in fact, a public 
utility. 

“Now, the networks have complete 
control over the life or death of a sta- 
tion in many instances. You can make 
a station profitable or you can make a 
station unprofitable by giving or re- 





withholding an_ affiliation 


fusing or 
agreement. There is a public interest 
in the whole aspect of broadcasting. 
You are in a controlling position in the 
networks, not only as to the station 
itself but as to what advertisers shall 
have available time. Your contract con- 
trols that. 

“For the life of me, I cannot see why 
that isn’t charged with the public in- 
terest as much as the local broadcaster, 
because you have the power over the 
stations. You might as well admit it. 
We all know it. You likewise have the 
power over the advertiser. You can put 
on or you can refuse to put on.” 

Later, the Senator declared, “Now, 
here you, the networks, control the life 
and death of that local station. They, 
to a degree, control the kind of pro- 
grams that they put out. They control 
the advertiser that can get on and can’t 
get on, or determine the one that can 
get on and cannot get on. Why there 
isn’t a public interest in that and why 
there isn’t a government interest in- 
volved, I cannot understand.” 


THE SARNOFF ANSWER. To this 
Mr. Sarnoff replied: “Well, I think 
there is a public interest. . . I think the 
word ‘control’ . . . is perhaps a little 
bit overused. There isn’t the kind of 


control existing that you referred to 

. We cannot run a business based 
on advertising serving industry if we 
don’t take into account the needs of the 
industry. 

“Now, the fact that one advertiser 
gets a particular time period because 
the other one doesn't get it because the 
other one has it—this is just the way 
the world is made. No two bodies can 
be in the same place at the same time. 
If the network doesn’t decide which ad- 
vertiser is to get the time period the 
only alternative is to have a govern- 
ment body 

Sen. Bricker: “But there should be 
fair dealing with all.” 

Mr. Sarnoff: “There is.” 

Sen. Bricker: “It is charged with the 
public interest. It has a public utility 
aspect to it and if there isn’t some- 
body that can control then it is left 
absolutely and arbitrarily to the judg- 
ment of the network, be there one, be 
there two, be there three.” 

Mr. Sarnoff: “I don’t recognize the 
government can exercise better judg- 
ment over which advertiser has a better 
program.” 

Sen. Bricker: “Not that they should 
judge which shall have and which shall 
have not, but that there should be fair 
dealing with all—because they have the 
power to make or break a business, the 
networks themselves.” 

Mr. Sarnoff: “I think the record to 
date on building it has been pretty 
good.” 

Sen. Bricker: “It may be. I have no 
complaint with the programming that 
you have got, not at all. There may 
have been instances, though, of unfair 
dealing and there ought to be some 
authority to which there could be an 
appeal... . 

“T don’t want to leave it in the hands 
of an individual. What if there should 
be a consolidation of two networks? 
What if there should be one in control 
of the programming of the country and 
of the advertisers that should get the 
advertising rights, and one is excluded 


and the other admitted?” 


PARRY AND THRUST. Mr. Sarnoff: 
“Well, what if there should be one 
government controlling the facilities 
(and) determining which advertisers, 
what programs, what kind... ’ 

Sen. Bricker: “No, not which one, 


(Continued on page 107) 
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Spot (Continued from page 47) 


its tv money into network—National 
Bowling Champions on NBC-TV (Sun., 
10:30-11 p.m. EDT). Agency is Young 
& Rubicam Inc., New York. 


KELLOGG CO. 


Leo Burnett Co., Inc., Chicago: 
Richard Coons, head timebuyer, 
| Eloise Beatty, timebuyer on cereal 
“——" 
| The company sponsors from coast-to- 
either Wild Bill Hickok or 
Superman in over 150 markets. In 
addition to its 52-week sponsorship of 
| these half-hour film series, Kellogg 
| comes out with special announcement 
campaigns. It did this last year for its 
cereal “K” (see November, 1955 Spot 
Report). Since the 
nouncement 


coast 


company’s an- 
schedules are usually 
aimed to reach the whole family, it 
will make buys where it can and uses 
minutes, 20's and ID's. 


‘ 


American Chicle Co. (Dentyne, 
Clorets, Rolaids and Certs) uses spot 
announcements extensively in a vary- 
ing number of markets, depending on 
the product and the campaign. Den- 
tyne currently has schedules of night- 
time minutes in 50 markets. The ma- 
jority of the firm’s tv money is in 
network, but spot figures very promi- 
nently in its plans. As in any advertis- 
ing, a company spokesman points out, 
sales results are the test of effective- 
ness. Agencies are Ted Bates & Co., 
New York, for Rolaids and Certs and 
Dancer-Fitzgerald-Sample Co., New 
York, for Dentyne and Clorets. 

Canada Dry Ginger Ale Inc. uses 
announcements (60’s and 20’s) and 
film programs in 42 cities. The com- 
pany has been satisfied with its spot 
activity, and more is indicated for the 
fali. The company is sponsoring in 
local markets CBS Television Film 
Sales’ Long John Silver and Screen 
Gems’ Rin Tin Tin. A summertime 
spot campaign, during July and Au- 
gust, is currently under way. Agency 
is J. M. Mathes Inc., New York. 

Bon Ami Co., which recently has not 
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been a heavy user of spot tv, is cur- 
rently using a test campaign for its 
Instant Window Cleaner. Stations are 
WHEN-TV Syracuse, WHP-TV Harris- 
burg and wRvA-TV and wTvRr Rich- 
mond. If successful, there will be in- 
creased use of spot in the fall. Such 
plans, however, would first come under 
scrutiny of Ruthrauff & Ryan Inc., 
New York, which takes over the Bon 
Ami account in August. 

Gunther Brewing Co., Baltimore, 
will be a heavy user of spot tv in the 
fall. Plans are presently being formu- 
lated by Gunther’s new agency, Sulli- 
van, Stauffer, Colwell & Bayles Inc., 
New York. Gunther distributes in the 
middle and _ southeastern Atlantic 
states. 


PHILIP MORRIS, INC. 


N. W. Ayer & Son, Inc., N. Y.: 
Philip Morris Cigarettes, Isabel 
Ziegler, timebuyer. Benton & 
Bowles, Inc., N. Y: Parliament 
Cigarettes (Benson & Hedges Di- 
vision), Frank Carvel, timebuyer. 
Leo Burnett Co., Inc., Chicago: 
Marlboro Cigarettes, Rex French, 
timebuyer. 


Right now Marlboro is using some of 
PM’s spots in addition to its own. In 
August PM will use some Marlboro 
spots. This trading gives each brand 
a double-barrelled approach when re- 
quired. PM’s pattern in the fall will 
be to buy no daytime; it prefers night 
20’s, but will use minutes and ID's. 
PM will expand its present 50-market 
set up. Marlboro is picking up spot 
placements all the time. It prefers top 
rated night slots and will use minutes, 
20’°s and ID's. It also likes to buy 
around special events especially 
sports. In the fall Marlboro activity 
should be bigger than ever. Parliament 
has a new package for which it started 
a test this past spring using night- 
time 20’s only. It borrowed spot time 
from PM to get this test underway. 

| Starting in late summer, Parliament 

| will expand its spot coverage after | 
which it will be able to reciprocate 
with the other two brands giving any 
one of them a three-pronged spot at- 
tack..With all this activity coming up 
in the fall, Philip Morris should wind 
up in the first 10 for the fourth quar- 
ter. 














NATIONAL BISCUIT CO. 
Ted Bates & Co., Inc., N. Y.: | 
Dromedary Cake Mixes, William | 
| Warner, timebuyer. Kenyon & | 
Eckhardt, Inc., N. Y.: Cereals and | 
Dog Foods, Louis J. Kennedy, | 
timebuyer. McCann-Erickson, Inc., | 
N. Y.: Bread, Crackers and Cook- | 
ies, Jane Podester, timebuyer. 
At Bates they are trying to make all | 
minute buys for Dromedary nighttime. | 
To make this transition the company 
is apportioning more spot money. At | 
K&E the introduction of Shredded | 
Wheat Juniors, Wheat Honeys and 
Rice Honeys is continuing and it will 
take until the end of the year before 
all the areas in the country have been 
covered. The spot tv pattern in this 
campaign has been to hit one region 
at a time. At first the buys are par- 
ticipations in women’s daytime shows, 
especially cooking programs. After 
this “pocketbook” appeal has been 
substantially made, the company then 


buys participations in kid shows. In 
the fall, the south will be hit. The 
McCann pattern for National Biscuit 
is to buy night 20’s on an average of 
two per week in around 150 markets. 
In addition, in southern markets, it 
has placed a 15;minute film, The 
Statesman Quartette. This show is off 
for the summer but it will be back in 
the fall and probably in more markets 
than before. Also, for Nabisco Cook- 
ies, McCann places the half-hour film 
series, Sky King, in some 25 markets. 
It too is off for the summer except in 
a few markets but it will be back 
again in October. 





Levolor-Lorentzen Inc., makers of 
venetian blinds and a consistent user 
of spot, is off for the summer but will 
definitely return in the fall. It has been 
sponsoring local shows on WFAA-TV 
Dallas, wBBM-Tv Chicago and WCBS-TV 
New York and also uses minute an- 
nouncements. In addition, the company 
this past season bought a 13-week par- 
ticipation on NBC’s Tonight. Agency 
is Friend-Reiss Advertising, New 
York. 

Ringling Bros. and Barnum & Bailey 
Circus has found the newest of media 
a great stimulus for the most tradi- 
tional form of American entertain- 
ment. Schedules of 60’s and 20’s pre- 


cede by a week the circus’s entry into 








a city and generally continue through 
the show’s last day in town. Foote, 
Cone & Belding, New York, is the 
circus’s new agency. 

Wilson & Co. has renewed sponsor- 
ship of MCA-TV’s Dr. Hudson’s Secret 
Journal, marking a tremendous in- 
crease in the firm’s use of spot film. 
Wilson, which will now carry the series 
in 29 cities, as opposed to only six this 





THE NESTLE CO. 
Dancer-Fitzgerald-Sample, N. Y.: 
Decaf and Nestea, Charles Eaton, 
timebuyer. Bryan Houston, Inc., 
N. Y.: Nescafe, Frances John, 
| timebuyer. McCann-Erickson, Inc., 
| N. Y¥.: Chocolate Products and In- 
| stant Coffee, Virginia Conway, 
timebuyer. 
Although the company will sponsor 
a half-hour show on CBS Television in 
the fall (Oh Susanna! Saturday night 
at 9 p. m.) it will use spot as before. 
| Spot augments its network time in 
special areas and for products which 
do not have national distribution. 
Also there are some new products com- 
ing up and until these are available 
on a national basis and can be used 
on network, they will get spot play. 
At McCann, for Instant Coffee, they're 
| buying live shows, preferably news in 
some of its present ma‘or markets. If 
they can’t come through with these 
transition buys the agency will hold 
on to the spots it now has in these 
markets. Decaf is the biggest spot user 
of the Nestle Co, products, accounting 
for around 20 per cent of the firm’s 
spot activity. Instant Coffee, Quik, 
Chocolate Bars and Cookie Mix, in 
that order, take care of most of the 
rest of Nestle’s spot placements. 


past season, has found market-by-mar- 
ket sponsorship successful. Agency is 
Needham, Louis & Brorby Inc., Chi- 
cago. 

The Florida Citrus Commission has 
given spot tv a vote of confidence for 
the new fiscal year which began July 1. 
Approving the budget as set forth by 
Benton & Bowles Inc., New York, the 
commission will be spending $1.5 mil- 
lion in tv, most of it spot, out of a 
total ad budget of $3 million plus. All 
the tv money will be in announce- 

(Continued on page 100) 
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MEET THE MILLERS... 
another prestige program on the 
Prestige Station in Western New York 
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Since 1948, Bill and Mildred Miller have been the 
voices of good cuisine and culinary art to the inter- 
ested Western New York homemakers on their pop- 
ular “Meet the Millers” show. 


Their wide and varied talents which include Bill's 
years as a top Broadway dancer, Mildred’s piano 
virtuosity, and their combined business acumen in 
many enterprises, give them an equally wide scope of 
interests. And it’s their interests that have made them 
a vital factor in captivating audiences. 


Consistently the highest-rated food merchandising 
show in Buffalo, “Meet the Millers” sells everything 
from copper ware to biscuits with proved results for 
the advertiser in New York State’s second largest 
market. 


The “Meet the Millers” show—as well as the other 
WBEN-TV locally-produced Prestige Programs—has 
the appeal and the audience to profitably accommo- 
date all saleable products and services. Call our 
national representatives: Harrington, Righter & Par- 
sons, Inc. for full information. 


WBEN-TV burrato eco. & 


CBS BASIC 
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Spot (continued from page 99) 


ments. The commission is buying day- 
time minutes and nighttime 10s. 
Where choice daytime 60’s are not 
available, 20’s will be used. As present- 
ly outlined, the campaign would use 
276 spots per week on 107 stations in 
67 markets. Network-wise, NBC’s To- 
day will get some attention. In addi- 





LIGGETT & MYERS TOBACCO 
co. 

Dancer-Fitzgerald-Sample, N. Y.: 
L & M Cigarettes, James Clinton, 
media supervisor, Lionel Furst, 
| timebuyer. McCann-Erickson, Inc., 
| N. Y.: Chesterfield Cigarettes, no 
timebuyer assigned as yet. 


| 

| The agency change for Chesterfield 
from Cunningham & Walsh to Mc- 
Cann, which takes place officially 
August 1, has caused a big smoke 
screen to be around the 
brand’s future plans in all media. 
However, judging from the account's 
past performance and McCann’s pres- 
ent addiction to spot, Chesterfield will 
no doubt continue to be a top spot 
user. But how big is hard to say. The 
two Liggett & Myers’ brands have 
been taking turns on the firm’s spot 
schedules but whether this will con- | 
tinue after August 1 is likewise un- | 
predictable. The pattern of these 
schedules, set up by Cunningham & 
Walsh, covers both night and day 
with mostly 20’s and ID’s and a very 
few minutes. L & M has been getting | 
more and more of the Liggett & | 
Myers appropriation—some reliable | 
quarters claim the L & M share is | 
now as high as 25 per cent. There is 

a good chance that the L & M share 
will be upped to 30 per cent by the | 
fall and will strike out on its own to 
combat R. J. Reynold’s Winstons. 


thrown 





tion, the commission throughout the 
year supplements its campaign in the 
face of sagging demand for a particu- 
lar citrus product. 

Liebmann Brewing Co. (Rheingold 
heer) is keeping ahead of competition 
with tv plans which will not be fully 
known until mid-September, when ABC 
Film Syndication’s Code Three is 
placed. At present, the series is in 
more than three markets and will reach 
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ANAHIST CO., INC. 

Ted Bates & Co., N. Y.: Chester 
Slaybaugh, timebuyer. 

The tv spot budget for fall will be 
some 50 per cent bigger than the ap- 
proximate $1.2 million spent the first | 
quarter of this year. The company ad- 
vertises in spot in the first and fourth 
quarters only. It was the 16th from the 
top in spot spending last fall accord- 
ing to TvB figures and 12th in the 
first quarter of 1956. It might make 
the first 10 for the 4th quarter of this 
year. The company’s pattern is to buy 
mostly nighttime minutes. It will prob- 
ably use some day and some late night 
but at least 90 per cent will be night 
minutes. The company will place 
schedules this fall in close to 130 
markets. 


as many as 20 or more in the east and 
west. Placement is on a 52-week basis. 
Agency is Foote, Cone & Belding, New 


York. 





THE COCA-COLA CO. 
McCann-Erickson, Inc., N. Y.: 
| (Buys are made locally by 
bottlers.) 
The “Bring Home the Coke” push is 
getting a lot of spot attention in many 
| parts of the country. This phase of the 
Coca-Cola advertising is tied up with 
the appearance of three new bottles 
—Il0-, 12- and 26-ounce. Thus far a 
little over half of the company’s 1,100 
franchised bottlers have introduced 
one or more of the new bottles. It is 
estimated that the introduction will 
not be countrywide until the end of 
1957. All bottlers will use at least 
one of the three new bottles. Some 
will use two—either the 10- or 12- 
ounce and the 26-ounce family size. 
| For each bottle introduced there is a 
| separate campaign. Because this soft 
| drink is considered a family drink, 
buys of every kind are made around 
| the clock. The first impact for the new 
| bottle is usually directed at the house- 
| wife. McCann men in each branch of- 
| fice help the bottlers in their districts 
| in planning campaigns. 


Quality Bakers of America Coopera- 
tive Inc., an active user of spot film, 
has recently completed a cycle and is 
formulating new plans for the fall. 
Spot will show up as strong as ever, 
if not stronger, with the association 
undoubtedly looking for more film 
buys. The only film placements run- 
ning now are NBC Television Film 
Sales’ Steve Donovan, Western Mar- 
shall in Rockford and Peoria. The past 
season this series also ran in Minne- 
apolis, Altoona and Champaign. Other 
shows used the past year are Screen 
Gems’ Rin Tin Tin in Bristol, CBS 
Television Film Sales’ Gene Autry in 
Fargo and CBS Television Film Sales’ 
Range Rider in Harrisburg and Bing- 
hamton. Currently underway is a pic- 
nic-time spot campaign using 60’s and 
20’s. Almost all of the association’s 
130 members are participating. Qual- 





BLOCK DRUG CO. 


Harry B. Cohen Advertising Co., 
Inc., N. Y.: Amm-i-dent, Green 
Mint Mouth Wash, Nytol, and 
Py-co-pay Tooth Brushes, Robert 
Kelly, timebuyer. Dowd, Red- 
field & Johnstone, Inc., N. Y.: 
Minnipoos and Stera-Kleen, Betty 
Nasse, timebuyer. Grey Advertis- 
ing Agency, Inc., N. Y.: Polident 
and Poli-Grip, Phil Branch, time- 
buyer. Emil Mogul Co., Inc., N. 
Y.: Laxium, Omega Oil, Poslum 
and Sentrol, Ed Tashjian, time- 
buyer. 
The company buys mostly minutes 
and some 20's, no ID’s. Depending on 
the product and the group it wants 
to reach it will place both night and 
| day spots. Schedules and strategy are 
planned according to the need of each 
particular product. However, there is 
exchange of information among the 
products and wherever ‘possible one 
brand will take up the cancellation of 
another Block brand. Last fall Amm-i- 
dent, with a new fluoride content, got 
a lot of the spot money. Promotion of 
this product will not be as active this 
year but the overall spot expenditure 
of the company will be about the 
| same. There will be some new prod- 
ucts coming from Block. There are 
no plans yet for any of these to be 
promoted via tv spot, but it might 
happen. before the year is out. If not, 
then early next year. 











CAMPBELL SOUP CO. 

Leo Burnett Co., Inc., Chicago: 
Franco-American Products, Camp- 
bell’s Frozen Soups, Carl Gylfe, 
timebuyer. Tatham-Laird, Inc., 
Chicago: C. A. Swanson & Sons, 
Harold Bennett, timebuyer. 

It’s important to note regarding this 
account that BBDO handles Camp- 
bell’s Hot Soups for which no spot is 
being placed at this time, nor will 
there be any in the foreseeable future. 
Burnett will be doing more Campbell 
spot in the fall. The spot campaign for 
Frozen Soups now in progress in 
major markets will be added to con- 
siderably in the fall. There are no 
restrictions to these buys—night and 
day and minutes, 20’s and ID’s. The 
agency is also taking hitchhikes on 
the Campbell network shows; some of 
these are of local origin. Burnett has 
inherited all of the Franco-American 
advertising from Ogilvy, Benson and 
Vather, N. Y. The Franco-American 
segment on Mickey Mouse has been 
cancelled and it is expected that this 
money will go into spot for the fall. 
Tatham-Laird, in addition to han- 
dling the Swanson division, is taking 
on a chunk of Campbell’s business 
from Burnett and, it is understood, 
will turn this to spot in the fall. 


ity Bakers handles its advertising di- 
rect from its New York office. 

Deering-Milliken & Co., fabric man- 
ufacturer that uses tv to create demand 
for its fabrics which appear in con- 
sumer products, will be active again 
this fall in 24 markets. The company 
will run six-week campaigns for 
Lorette (woolen yarn) and Mazet 
(sweater yarn) in early fall and for 
Agilon (hosiery fabric) in late fall. 
All of these will be participations on 
local live women’s shows. Agency is 
Amos Parrish & Co., New York. 

Paper-Mate Pen Co., author of one 
of television’s outstanding success 
stories, runs about three or four short, 
but extensive, spot schedules a year. 
These are timed to special seasons, 
e.g., graduation, back-to-school, Christ- 
mas and the like. Each of the cam- 
paigns generally runs no longer than 
five weeks. Agency is Foote, Cone & 
Belding, Chicago. 

(Continued on page 104) 





TV ADVERTISERS: 


You are not covering 
South Bend - 


Indiana’s 2nd market- i 


unless you are using 
WSBT-TV! 


Please don’t tuke our word for it. 
Check the viewer reports on the South 
Bend Market—either A.R.B. cr Pulse. 

They all show that WSBT-TV com- 
pletely dominates the South Bend 
market. The latest A.R.B. report 

(February,1956) tells the same story, It 
shows that WSBT-TV carries the top 13 


Na) shews and 23 of the top 25! It also reveals 











~~ that more viewers watch WSBT-TV during 

the prime daily viewing hours of 6:30 p.m. 
to 10:30 p.m than watch all other stations 
combined! 


Chicago stations are included in the A.R.B. 
report. They reach only a handful of 
viewers It all boils down to the fact that 
you just don’t get television coverage in 


South Bend, Indiana without WSBT-TV! 


This is Indiana’s 2nd market in population, 

income, sales—and one of the Nation's rich- 

est. Get the whole story. Write for free 
‘ market data book. 





PAUL H, RAYMER CO., INC, NATIONAL REPRESENTATIVES 
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Pause for Reflection. Some sem- 
blance of a feud among tv set mak- 
ers broke out this past month, which 
gave Wall Street analysts pause for re- 
flection. 

It came with the announcement by 
Robert W. Seidel, executive vice pres- 
ident of R.C.A., that his company 
would turn out 200,000 color sets in 
1956 and that by the year’s end the 
color sets would be in short supply. 
With glowing optimism the former re- 
tail executive—he was once a vice pres- 
ident of the W. T. Grant chain—fore- 
saw a period in which both black and 
white and color set sales continue to 
grow. 

Meanwhile, James M. Skinner Jr., 
president of the Philco Corp., gave the 
darker shades to the color outlook for 
fall. Said he, “Philco’s management 
has become more bearish in its attitude 
toward color television sales this fall.” 
He added that Phileo would make 
“very few” color sets this year. 

This disparity in thinking by two 
leaders in the set making field cast 
something of a cloud over the invest- 
ment outlook in the tv industry for the 
financial houses who’ve been counting 
on the advent of color to shove tv 
stocks to new high levels. 


Market Action. At last report Bar- 
ron’s tv group stock average had 
skidded from the high of 50.13 to a 
new low of 41.98, a decline that re- 
flects some of the uncertainty besetting 
set manufacturers. 

Nor was that atmosphere dispelled 
by the announcement that Columbia 
Broadcasting Co. would close down its 
Hytron plant for output of black and 
white pictures tubes, discharging over 
700 employees. The whole question of 
Columbia’s plans for future tv set pro- 
duction has been under review for 
some months, as it has been frequently 
indicated that this is the least success- 
ful operation of a very successful 
company. 

But even in closing its Hytron plant 
CBS tossed out only a pebble-sized 
answer to the question of its manufac- 
turing operations for the future. It 
maintains a tube making plant in New- 
buryport so that it will still retain a 


Wall Street Report 


major unit operating in all segments 
of the industry. However, some time 
ago, CBS President Frank Stanton in- 
dicated that the whole set making op- 
eration would be reviewed intensively 
and left open the possibility that Co- 
lumbia would quit that field com- 
pletely. Some decision may be an- 
nounced by the first of July. 

Meanwhile, the plant manager of the 
CBS-Hytron Kalamazoo unit said that 
factory would be retained for possible 
production of color tubes “when and if 
demand develops.” The statement itself 
leaves the implication that CBS does 
not expect demand for color sets to 
develop rapidly enough to keep the 
plant open and build up an inventory 
of color tubes. 


Debate’s Effect. The question that 
concerns whether 
the steady debate on the merits and 


shareholders is 


potential of color tv set output is not 
doing more harm than good to the tv 
stocks. The days following RCA’s an- 
nouncement of its price cut on color 
sets, which normally might be con- 
strued as a bullish move, actually 
brought no noteworthy change in 
RCA’s stock price. 

In fact, it’s now debated whether 
Mr. and Mrs. Consumer will even be- 
come avid multichrome buyers at the 
recently announced price of $495 for 
a color set. 


Other Price Cuts. Westinghouse has 
announced a new line of sets for 
the fall, including two console color 
sets with the price to be set “in the 
near future.” General Electric will 
have three 21-inch color sets with the 
lowest price—for one model—at $495. 
Allen B. Du Mont laboratories and Ad- 
miral Corp. will also hit the market 
with lower priced sets, but how far the 
RCA move will force them to revise 
their prices downward is not clear yet. 

At present, television set sales are 
running over 10 per cent behind the 
1955 volume, and there are few signs 
than any improvement is expected. Mr. 
Skinner, Philco’s head, said that color 
propaganda has hurt sales of black and 
white sets, but he didn’t know to what 
extent. Meanwhile, Philco vice presi- 
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dent Larry F. Hardy said that with 


some special stimulus sales-wise it 
would be possible to boost industry 
output this year to 7,500,000, which 
would be a gain of over 100,000 of the 
1955 volume. 

To keep the picture in perspective. 
Mr. Skinner warned Philco stockhold- 
ers that first half profits would be be- 
low those of 1955 when the company 
earned $1.1 million, or 28 cents per 
share, on sales of $81 million. 

Mr. Seidel, almost in answer to Mr. 
Skinner, said that RCA’s unit tv sales 
in the first half of 1956 will exceed 
those of a year ago, while dollar vol- 
ume “may equal” that of last year. He 
added that for the third quarter set 
sales are expected to be ahead of those 
for 1955’s comparable period. 


High-Low Last 
Stock 1955-56 Quote 
ABC 32%4- 2456 30°. 
ADMIRAL 22%- 17% 18% 
AVCO 7%- 5% 5% 
CBS 2836- 23% 23% 
GUILD FILMS 3%- 3 3 
DU MONT LABS 10 - 5% 5% 
EMERSON 13%- 9 9% 
CENERAL ELECTRIC 65 - 52% 59% 
HOFFMAN 251%4- 20% 20% 
MAGNAVOX 41 - 34 35 
MOTOROLA 51%- 40% 13° 
NATIONAL TELEFILM 5%- 3 4, 
PHILCO 36%- 21% 215% 
RCA 50%- 41% 11% 
RAYTHEON 19%- 1456 15% 
STORER 26%- 22% 24 
SYLVANIA 55%- 42 51% 
WESTINGHOUSE 65%- 51% 52% 
ZENITH 141%4-107 108 


Over-the-Counter Stocks 
Bid-Asked* 
CONSOLIDATED TV 18 -19 
OFFICIAL FILMS 2%- 246 
* As of the close, June 21, 1956 
+ As of the close, June 22, 1956 
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Spot (Continued from page 101) 


Southern Baptist Convention, Fort 
Worth, one of the largest religious 
users of broadcast media, will spend 


A 





W ARNER-LAMBERT 
PHARMACEUTICAL CO. 


Kenyon & Eckhardt, Inc., N. Y.: 
Richard Hudnut Quick Home Per- 


manent, Pin-Quick, Enriched 
Creme Shampoos and Creme 
Rinse ’n Set, Robe:t Kibrick, 


timebuyer. Lambert & Feasley, 
Inc., N. Y.: Listerine Antiseptic 
and Toothpaste and Antizyme 
Toothpaste, William B. Hinman, 
timebuyer. Norman, Craig & 
Kummel, Inc., N. Y.: Sportsman 
Toiletries, no timebuyer assigned 
as yet. Lennen & Newell, Inc., 
N. Y.: Emerson Drug Co., Bromo 
Richard Eyman, 


Seltzer, time- 


buyer. 

At K&E the spot buys are made to 
bolster the company’s network show, 
Your Hit Parade. The present spot 
schedules are set to run into October 
and it is highly probable that they 
will be extended. These spots are only 
for Quick and Pin-Quick. Also at 
K&E there will be two new products 
which will get spot attention in the 
jall. The spot effort at Lambert & 
Feasley is concentrated on the five- 
minute Les Paul and Mary Ford at 
Home film show which is running 
twice a week in 50 markets and is set 
through the year. Norman, Craig and 
Kummel have just been assigned to 
this account. In addition to the Sports- 
man line the agency will handle four 
new major products which will defi- 
nitely get spot activity as soon as they 
are set up. Lennen & Newell, for 
Emerson, is now running half-hour 
films in 22 markets (see Tele-scope, 
March, 1956), and these will continue 
through the year. The organizational 
set up of this company is right now in 
a state of flux, there have been recent 
mergers and it has moved its plants 
and offices. But, by and large, there 
shouldn’t be any drastic revisions of 
the company’s plans. Spots are bought 
for each product and the firm tries 
always to cover all of its products 
when it makes its buys so that it can 
make replacements when required. It 
has no restrictions as to the kind of 
spots and it feels that almost all times | 
are good for most of its products since 
essentially they are for all age groups. 


about $250,000 to place its film series, 
This Is the Answer, in some 60 mar- 
kets. The series is set for fall produc- 
tion and will not be on the air until 
next year. Advertising is placed direct, 
with Dr. Paul Stevens, in charge of tv 
production, handling. 

Corn Products Refining Co. is plac- 
ing schedules in about 10 markets for 





HAROLD F. RITCHIE, INC. 
Atherton & Currier, Inc., N. Y.: 
Brylereem, Eno Salts and Scott’s 
Emulsion, Hubert R. Sweet, media 
director, timebuyer. 
This firm has a continuous campaign 
for Brylcreem and it is now in around 
100 markets. All late night minute 
participations are used. The schedules 
are kept at an even level for the first 
three-quarters of the year but they are 
extended and expanded in the cold- 
weather fourth quarter. Eno is testing 
at this time and is an off-and-on spot 
| user. Scott’s gets into tv only from 
| October through March and it will do 
| so again this coming October. 


Mazola Oil and in two or three mar- 
kets for Karo Frosting. Announcement 
schedules also are carried in metro- 
politan markets throughout the coun- 
try for Linit and Niagara, laundry 
starches. In addition, the company is 


on NBC-TV’s 


an alternate sponsor 





COTY, INC. 
Franklin Bruck Advertising Corp., 
N. Y.: Alice Ross, timebuyer. 
This company will put all its spot 
effort in the 4th quarter of this year. 
Last fall it was in 70 markets. Coty | 
would like to have a similar campaign 
this year. It wants to place nighttime 
| 20’s and daytime minutes. However, 
the agency is not optimistic about its 
chances of getting the time slots it 
wants and it is quite possible on that 
account that Coty will not spend as 
much in spot this fall as it did in 
1955. 
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VICK CHEMICAL CO. (Products | 
Division) 
Batten, Barton, Durstine & Os- 
born, Inc., N. Y.: Cough Drops, 
Vaporub and Vatronol, Mickey 
McMichael, timebuyer. Morse In- 
ternational, Inc.: Cough Syrup, 
Inhalers and Losenges, Orrin 
Christy Jr., media director, time- 
buyer. 
Television spot users like Vick not 
only talk about the weather but they 
do something about it. When the cold 
weather sets in they buy tv spot and 
keep at it. The Vick pattern is to start 
in the fall and stay as long as it’s cold, 
usually about 20 weeks. Consequently 
the tail end of the Vick campaign is a 
market-by-market process determined 
by the weather. The company prefers 
nighttime 20’s and ID’s. Its participa- 
| tion in Mickey Mouse Club for the 
fall is still in doubt. If it doesn’t pick 
up this show, the chances are that the 
| money will be turned over to spot 
efforts. 


Queen for a Day. Agency is C. L. 
Miller Co., New York. 

American Tobaeco Co. is likely to 
make advertising news with spot buys 
for Lucky Strike, whose tv budget in 
the past has been channeled into net- 
work almost exclusively. Spot plans 
have reportedly been in the work for 
the past few months, and it is under- 
stood availabilities are being con- 
sidered in New Orleans and a few other 
markets. Agency for Lucky Strike is 
BBDO, New York. 

The Seven-Up Co. has renewed spon- 
sorship of MCA-TV’s Soldiers of For- 
tune for the fall. The company has in- 
creased its markets from 125 this past 
season to about 145. Agency is J. 
Walter Thompson Co., Chicago. 

The Brown Shoe Co. for its Robin 
Hood Div. and Mars Inc. (candy) will 
alternate sponsorship of Buffalo Bill 
Jr., a Flying A half-hour film series, 
in 52 markets beginning late this 
month. For Brown, this represents a 
renewal in these markets. New buys 
will also be made, the first in single- 
station markets. The markets and sta- 
tions: WLW-A Atlanta, wJBF Augusta, 
WABT Birmingham,- WNAC-TV Boston, 








WBEN-TV Buffalo, wciA Champaign, 
wstTv Charlotte, wBKB Chicago, WLW- | 
wsw-tv Cleveland, 
WDAK-Tv Columbus (Ga.), WBNS-TV | 
Columbus (Ohio), KRLD-Tv Dallas, 
WLw-D Dayton, KLZ-Tv Denver, WHO- 
tv Des Moines, wxyz-Tv Detroit, 
woop-Tv Grand Rapids, KpRc-Tv Hous- 
ton,wsaz-Tv Huntington, WFBM-TV In- 
dianapolis, wjtv Jackson (Miss.), 
WMBR-TV Jacksonville, wJAC-TV Johns- 
town, KMBC-TV Kansas City, WATE 
Knoxville, KARK-TV Little Rock, KABC- 
tv Los Angeles, wAvE-Tv Louisville, 


tv Cincinnati, 


WHBQ-TV Memphis, wtvJ Miami, 
wxIx Milwaukee, weco-Tv Minne- 
apolis, wsw-Tv Nashville, WNHC-TV 


New Haven, wrrx New York, KWTv 
Oklahoma City, wow-Tv Omaha, wFiL- 
TV Philadelphia, KpKA-Tv Pittsburgh, 
KPTV Portland (Ore.), WJAR-TV Provi- 
dence, WHEC-TV and WVET-Tv Roches- 
ter (N. Y.). wHBF-Tv Rock Island, 
KSD-TV St. Louis, KENS-TV San Antonio, 
KGO-TV San Francisco, WRGB Schenec- 
tady, KING-TV Seattle, WHEN-Tv Sqra- 
cuse, KOTV Tulsa and wrc-Tv Wash- 
ington. Agency for both firms is Leo 
Burnett Inc., Chicago. 


(Continued on page 106) 





CONTINENTAL BAKING CO. 


Ted Bates & Co., N. Y.: Hostess | 
Cakes and Wonder Bread, Robert | 
Graf, timebuyer; Profile Bread, 
George Detelj, timebuyer. 
The recent purchase by Continental 
of the syndicated half-hour, Annie | 
Oakley, for two years beginning Jan- 
uary, 1957 in 73 markets, pretty much 
takes care of the company’s tv pro- 
motion of Hostess Cakes and Wonder 
Bread. Spot schedules are now being 
| set up in an entirely separate cam- 
paign for Profile Bread. Some two or 
three markets are being added each 
week so that in the fail it will have 
national coverage. The plan is to start 
off in each new market with a heavy 
schedule but after a few weeks to level 

| off to what the company considers an 
average for the market and to main- | | 
tain this frequency for an indefinite 
period. The Profile campaign consists 
of both day and night minutes and 
20’s with no ID's used. 





_ 








MEMO TO ALERT TIME BUYERS: 


If you’re interested in cost per thousand figures on the 
Montgomery, Alabama market, just take a look at 
these facts!! 


STATION 
WCOV TV 
STA. B 


*TV HOMES 
66,591 
99,466 


20-Sec. Class "A" 
$40.00 each 
$100.00 each 


Television Magazine June ‘56 


Why pay 150% more in dollars for 43% more TV 
potential? Get the full story from Paul H. Raymer Co. 
































Channel 20 
PAUL H. RAYMER CO., INC. 


Montgomery, Alabama 


Nationally Represented by 
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Spot (Continued from page 105) 


Rayco, ranking among the top 200 
spot users, allocates between 35 and 
45 per cent of its ad budget to tv 


Hekman Biscuit Co., a major re- 
gional user of spot, this fall will be 
alternate-week sponsor of Ziv’s Dr. 
Christian in about 20 midwestern mar- 
kets. George H. Hartman Inc., Chicago, 





spending on a_ continuing basis 


throughout the year. The campaign 


is the agency. 

Whirlpool-Seeger Corp. has _allo- 
cated $5 million for broadcasting ex- SHULTON, INC. 
penditures. Some $4.5 million will go | The Wesley Associates, N. Y.: 
for network (NBC) spectaculars; most Joseph D. Knap, media director, 
of the remainder will go for spot tv timebuyer. 
which will begin in the fall. Agency is 


Kenyon & Eckhardt Inc., Chicago. 


consists almost exclusively of 60’s in 
about 60 markets. Rayco tests the pull 
of each medium with a customer “re- 
sponse-card system.” Tv shows up well 
in an integrated campaign with other 


media. Agency is Emil Mogul Co., N.Y. 


Shulton which sponsored three net- 
work one-shots in the spring will have 
three more of the same in the fall. 
However, it will also continue with its 
spot activity. The firm is now using 
spots around the ball games in New 
York only. Last fall Shulton spon- 
sored the half-hour film series Paris 
Precinct in 20 markets. However, this 


Revenue from time sales ($ millions) 





(Does not include talent or production costs) 


network spot local total , ‘ 

1949 $ 10.8 $ 73 $ 95 $ 27.5 fall the company ae have waves 

1950 35 0 25,0 30.4 90.5 ment schedules. In the early fall the 
ae — ae 7 campaign will concentrate on Shul- 
| 1951 97.1 99.7 51.3 208.1 ton’s men’s products and so primarily 
1952 137.7 80.2 65.3 283.1 the schedules will consist of night 20's 
| 4953 171.9 124.3 88.5 384.7 and some minutes, preferably around 
1954 241.2 176.7 120.1 538.1 sports shows. After Thanksgiving the 
| 1955* 313.5* 236.7" 154.9* 705.1* company will add promotion of its 

OnK* 108.1* ae : ¢ women’s products and so daytime 
| 1956 “1 317.1 199.8 925.0* | minutes will be added to the sched- 
| All figures from FCC except those marked * which are TV AGE estimates based on | ules. 


| Business Barometer reports. 
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Wash. (Continued from page 97) 


but that there should be fair dealing 
with all. There is a competitive system 
of industry in our country and there 
should be no individual that has the 
right to say to this business that you 
can’t advertise and (to) that business 
you cannot advertise under similar cir- 
cumstances. Each one should be treated 
fairly and equally, in my judgment.” 

Mr. Sarnoff: “I am not quite clear 
to what you are referring when you 
say there should be or there hasn’t 
been fair dealing.” 

Sen. Bricker: “Without conclusions, 
there might be, there might be. And 
there must be some jurisdiction. .. . 
There should be some power over that 
arbitrary which now the 
network exercises or could exercise.” 

Mr. Sarnoff: “They do not exercise 
arbitrary discretion.” 

Sen. Bricker: “They could exercise 
and you know it just as well as I do.” 

Mr. Sarnoff: “I don’t believe they 
could.” 

Sen. Bricker: “What could prevent 
it?” 


discretion 


Mr. Sarnoff: “The competitive sys- 
tem and the competitive climate in 
which they are now operating.” 


ONE NETWORK? Sen. Bricker: 
“What if we get down to one net- 
work?” 

Mr. Sarnoff: “Well, Senator, I don’t 
think any of the fears that you have 
you need have in the present situation 
with the present competitive system we 
have. I would suggest that if that day 
comes—and I certainly don’t believe 
it will—when there is only one net- 
work, then I would suggest you take 
a look at the situation under those cir- 
cumstances.” 

Sen. Bricker: “Well, isn’t it the re- 
sponsibility of government to look at 
the situation as it is today and the 





that the government decide which ad- 
vertisers have the time?” 

Sen. Bricker: “It ought to lay down 
the rules by which fair treatment 
should be given to all. If that means 
splitting up the time—whatever it 
means—I don’t know. I am not plan- 
ning this program at all. But I do 
know that there is a great public in- 
terest in this, far greater than in those 
public utilities that are regulated.” 


ABSOLUTE REGULATION? “Now 
some day, some day if ever the time 
comes when there isn’t a fair approach 
to this problem on the part of the net- 
works, whenever there isn’t competi- 








tion that will treat all fairly and alike, 
then you are going to face absolute gov- 
ernment regulation and you are. going 
to face it on a public utility basis, 
which I don’t think is 
wouldn’t want to see it at the present 


necessary. I 


time. But I want to see a fair dealing 
with the public, and with business, and 
with the various stations that reach the 
public. I cannot for the life of me un- 
derstand how you can justify the gov- 
the 
themselves and the networks go abso- 


ernment regulation of stations 
lutely free of any government regula- 
the 


programs or the way you treat business 


tion, either as to character of 


. ” 
in general. 





with that 
KENTUCKY FLAIR! 


It's the “March Of The Juleps” — traditional opening ceremony 


at the Kentucky Colonels’ Annual Banquet on Derby Eve 


And 


in a state that's known for showmanship, Kentuckians look to 
WAVE-TV for the best in television showmanship. Here's the proof 


PROGRAMMING: Two 1956 Surveys* show that W AVE-TV gets 





possibilities that might accrue?” | 
Mr. Sarnoff: “Yes, but I don't 
Mn oss a 
Sen. Bricker: “There are many com- 
panies that would like to have any 
advertising advantages that are com- 
petitive with those that have it.” 


audience-preference! 


COVERAGE: WAVE-TV has 66°; 


Louisville station because of its low Channel 3, full power 


greater coverage than the second 


LOUISVILLE'S and greater tower height (914' above sea level)! WAVE-TV 


WAVE-TV 


serves 2,437,000 people in 70 mid-Kentucky and Southern 
Indiana counties. 


EXPERIENCE: WAVE-TV was first on the air in Kentucky, in 1948. 
Its experienced crews have the know-how to help your 


Mr. Sarnoff: “Are you suggest- CHANNEL 3 programs — and your commercials — sell! 
ing ey ts Let NBC Spot Sales give you all the facts! 


FIRST IN KENTUCKY 
Sen. Bricker: “They can’t get in.” Affiliated with NBC 


Mr. Sarnoff: 


*Metropolitan, March, 1956 
“Are you suggesting *ARB Louisville, Feb., 1956 
N SPOT SALES 

Exclusive Notional Representatives 
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pay 50% less... 
get 50% more! 


In Philadelphia, when you buy 
twelve 10- or 20-second an- 
nouncements per week any- 
where on the wrcv-Tv schedule, 
wrcv-Tv’s ‘‘12-50 PLAN’’ gives 
you an immediate 50% discount 
on all —_ veg * and +s?" 
time announcements! 


WRCV-TV’s NEW ‘‘ 12-50 DIVIDEND 


PLAN’’ gives you an extra bonus 
of 50% — one station break in 
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what 


combination 


or 
savin 


a 


oo 
s° 


kind for every two purchased 
between 9 a.m. and 5:59 p.m., 
Sunday through Saturday! 

This money-saving combination 
delivers over 5 million sales im- 
pressions per week . . . for as 
little as 13¢ per thousand! Get 
the details today, from... 


WRCV-TV>3 


TELEVISION'S LEADERSHIP 
STATION IN PHILADELPHIA 


TED WALWORTH, JR., Sales Manager 









Report by Markets, 





TELEVISION AGE 


July, 1956 


The figures listed below are secured 
from the stations. They are presented 
as a service by TELEVISION AGE. For 
the 


further information regarding 
figures and their sources, contact the 
stations. Outlets equipped to carry 
network or local color are listed with 
the number of color sets in each mar- 
ket, where such figures are available. 
Asterisks indicate stations equipped 
for color but which have submitted 
no figure. Italics indicate stations not 
yet on the air, channel numbers and 
target dates. Daggers (+) indicate that 
the station has asked that no set count 
figure be published. 

In addition to set figures the two 
principal executives of each station are 
listed. 





Totals 
Total commercial stations: 457 
Total markets: 296 
Total estimated b&w sets: 37,943,000 
Total estimated color sets: 84,150 











City vhf Uhf 


Station Color 


ALABAMA 
WABT 366,400 *_— 


Henry P. Johnston, p. & mng. d.; 
Charles F. Grisham, v.p. chg. 


sls. 
WBRC-TV 361,000 200 
J. Robert Kerns, v.p. & mng. d.; 
Oliver V. Naylor, g. sls. m. 
WMSL-TV 31,800 — 
Frank Whisenant, p. & g. m.; 
Louis C. Blizzard, st. m. 
WwTvy 36,800 — 
F. E. Busby, v.p. & g. m.; Jerry 
L. Williams, m. & sls. m. 
WALA-TV 128,700 —_ 
W. O. Pape, p.; H. K. Martin, 


exec. v.p. 
187,500 *— 


Birmingham 


Decatur 
Dothan 
Mobile 


WKRG-TV 
C. P. Persons, Jr., v.p. & g. m 
WCOV-TV 78,500 
Hugh M. Smith, g. m. 

Morris South, loc. sls. m. 
WSFA-TV 129,100 *— 
Hoyt Andres, v.p. & st. m.; John 

C. Hughes, ¢.m. 


ARIZONA 
KVAR (see Phoenix) 
KOOL-TV___ 175,000 500 
Kenneth Morton, st. m. & nat. sls. 
m.; James S. Dugan, sls. m. 
KPHO-TV 143,880 — 
Richard B. Rawls, g. m.; Howard 
Stalnaker, c. m. 
KTVK 175,000 200 
Roger Van Duzer, st. m.; Burton 
B. LaDow, c.m. 


Montgomery 


Mesa 
Phoenix 


KVAR 141,480 ‘_— 
Dwight Harkins, m,; E. W. (Bill) 

Harvey, c. m. 

Tucson KDWI-TV — 
D. W. Ingram, p.; James W. 


Hayes, g. m. 

KOPO-TV 53,246 — 

E. S. Mittendorf, g. m.; Bernie 
Perlin, sls. m. 

KVOA-TV 53,168 

Clinton D. McKinnon, p.; J. C. 
Underwood, Jr., s's. m. 


Set Count: 





City Station Vhft Uhf Color 
Yuma KIVA 27,500 — 
Ray C. Smucker, g. m.; Richard 
Newland, sls. m. 

ARKANSAS 
El Dorado KRBB 54,000 — 
Bruce B. Compton, st. m. & sls. m. 
Fort Smith KFSA-TV 40,600 — 
Millman Rochester, g. m.; Roland 

Hundley, sls. m. 
Little Rock KARK-TV__ 159,904 150 


T. K. Barton, v.p. & g. m.; Lee 
Bryant, c. m. 

KATV (see Pine Bluff) 

KTHV 159,148 100 

3. Robertson, g. m.; 
Hutt, c.m. 

KATV 118,694 *— 

John H. Fugate, g. m.; Ben 
Holmes, nat. sis. m. 

KCMC-TV (see Texarkana, Tex.) 


CALIFORNIA 

KBAK-TV 

A. H. Constant, v.p. ‘ 

KERO-TV 171,000 275 

Gene DeYoung, p. 
Urner, v.p. & nat. sls. m. 

KHSL-TV 70,900 — 

M. F. Woodling, st. m.; Justin A. 
Pero, sls. m. 

KIEM-TV 31,000 a 

William B. Smullin, p.; Donald 
H. Telford, st. m. 

KFRE-TV — 

Edward J. Frech, v. p. & st. m.; 
Robert Klein, nat. sls. m. 

170,000 500 

Joseph Drilling, v.p. & g. m.; W 
O. Edholm, c.m. 

KMJ-TV 170,000 400 

Perry Nelson, st. m.; Wilson Lef- 


er, sls. m. 

KABC-TV 2,368,464 

Selig J. Seligman, g. m.; 
Rule, gen. s's. m. 


(Continued on page 110) 


New Stations 
WCKT (7) Miami, Fla. Niles Tram- 
mel, pres., 15 per cent; John S. Knight, 


Pine Bluff 


Texarkana 


Bakersfield 


Chico 
Eureka 


Fresno 


Los Angeles vent 
Elton 


v.p., 1714 per cent; James M. Cox Jr., 
301% per cent; James L. Knight, treas., 
10 per cent; J. Leonard Reinsch, dir., 
5 per cent; C. Blake McDowell, 5 per 
cent; Lee Hills, 5 per cent; Owen 
Uridge, 5 per cent; James M. LeGate, 
31% per cent; Milton C. Scott, 344 per 
cent. 

wcsi-tv (4) Columbus, Miss. Af- 
filiates: CBS & NBC. Birney Imes Jr., 
100 per cent. Joseph Hershey McGill- 
vra, Inc., rep. 

wisc-Tv (3) Madison, Wisc., Af- 
filiates: CBS. Evening Telegraph Co., 


Wm. V. | 


34.8 per cent; Ralph M. Immell, pres., | 


17.5 per cent; Russell A. Nelson, v.p., 


5 per cent; Ralph R. O’Connor, sec., | 


5 per cent; H. Kenneth Harley, treas., 
5 per cent; Harry Sauthoff, 12.5 per 


cent. Directors: Morgan Murphy, 15.2 | 


per cent; George H. Johnson, 5 per 


| cent; W. C. Bridges. George P. Hol- 
| lingbery Co., rep. 


strange 
seaman 
warns you 


to beware 
of dark 
men, but 


you don’t 
listen, 
watch out 


“THE BROWN MAN’S 
SERVANT” 
a spine-tingling mystery 


by W. W. JACOBS 


One of a sensational 
series of 26 FIRST-RUN 
ALL-NEW, HALF-HOUR 
quality television pro- 
grams on film...with the 
world’s top writers, top 
production, top stars. 


It’s all in 


NTA’s 
“THEATRE” 


with LILL! PALMER, your hostess 


For audition print and full details... 
WRITE —WIRE — PHONE TODAY 





National Telefilm Associates, Inc. 
60 West 55th Street, New York, N.Y. 
Plaza 7-2100 





Set Count (Cont'd from page 109) 


“ation Vht Uhf Color 





KCOP 2,368,464 
Jack maine. = & g. m. ; Amos 


Baron, sls. 
KHJ-TV. 2,444,064 2,738 
John T. Reynolds, v.p. & g. m.; 
Howard L. Wheeler, sls. m. 
KNXT 2,368,464 _ 
James T. Aubrey, Jr., g. m.; 
Robert D. Wood, gen. sls. m. 
KRCA 2,444,000 2,738 
Thomas C. MeCray, v.p. & g. m.; 
James Parks, sls. m. 
KTLA 2,440,064 2,738 
Klaus Landsberg, g. m.; Robert 
Mohr, g. sls. m. 
KTTV 2,421,323 _ 
Richard A. Moore, p. & g. m.; 
John R. Vrba, v.p. chg. sls. 
KBET-TV 402, 533 
Jack H. Schacht, v.p. & g. m.; 
George J. Kapel, sls. m. 
KCCC-TV 210,000 _ 
Ashley L. Robison, ex. v. p.; A. 
J. Richards, v. p. chge. sls. 
KCRA-TV 356,840 1,500 
Ewing C. Ke'ly, p. & g. m.; Frank 
M. Devaney, sls. & st. m. 
KGMS-TV—(46) Oct. ’56 
KSBW-TV 110,879 
John C. Cohan, p. & g. m. ; Gra- 
ham H. Moore, sls. m. 


KFMB-TV 418,997 ° 

pone & Whitney, g. m.; Bill Fox, 
m. 

KFSD-TV 407,000 225 


William E. Goetze, g. m.; Jay 
Grill, sls. m. 


ox. XETV 401,096 _— 


Julian M. Kaufman, v.p. & g. m.; 
William G. Mueller, bus. m. 


San Francisco KGO-TV 1,200,000 


James H. Connolly, v.p.; David M. 
cks, gen. sls. m. 


KPIX 1,206,717 1,250 

Philip G. saa, g. m.; Lou 
imon, sls. 

KRON-TV 1 “206. 717 1,112 


Harold P. See, g. m.; Norman 
Louvau, sls. m. 

KSAN-TV 310,000 _— 

Norwood J. Patterson, g. m.; Bob 
Kane, nat. sls. m. 
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City Station Vhf Uhf Color 
San Jose KNTV 545,479 — 
Douglas D. am g. m.; Fran 
Conrad, sls. 
San Luis KVEC-TV 102,966 — 
Obispo Les Hacker, g.m.; Si Darrah, c. m. 
Santa KEY-T 227,918 


Barbara Colin M. Selph, p.; Thomas C. 

Chace, rgnl. sls. m. 
Stockton KOVR 1,263,097 os 
Terry Hamilton Lee. ex. v.p. & 
g. m.; Frank G. King, g. sls. m 
Tulare KVVG 250,000 oo 
Bob Lee, opertns.; Ron Freeman, 

g. m. & sls. m. 


COLORADO 
Colorado KKTV 63,047 —_ 
Springs James D. Russell, Pei Robert D. 
Ellis, v.p. & g 


KRDO-TV 44, 000° = 
Harry W. Hoth, Jr., p., g. m. & 
sls. m. 
Denver KBTV 377,689 —_— 
Joseph Herold, st. m.; John Henry, 
nat. sis. m. 
KLZ-TV 377,689 381 
Hugh B. Terry, p. & g. m.; Jack 
Tipton, g. sls. m. 
KOA-TV 377,689 381 
William Grant. p. & g. m.; Wil- 
liam F. MacCrystall, sls. m. 
KTVR 377,689 a 
Jon R. McKinley, v. p. & g. m.; 
Arthur C. Stringer, nat. sls. m. 
Grand KREX-TV 16,873 
Junction Rex G. Howell, p. & g.m. & sls. m. 
Montrose KFXJ-TV —— 
(Satellite of KREX-TV, Grand 
Junction) 
Pueblo KCSJ-TV 56, - 
Ray J. Williams, p. & g. m. : Sin 
Croll, ¢.m. 


CONNECTICUT 
Bridgeport WICC-TV 72,340 — 
Philip Merryman, p. & g. m.; 
Manning Slater, sls. m. 
Hartford WGTH-TV 360,000 — 
John O. Downey, g. m.; George H. 
Morris, sls. m. 
New Britain WKNB-TV 373,596 400 
Peter B. Kenney, exec. v.p. 
g-m. 3 Dawts Scott, nat. sls. m. 
& ass z.m. 
New Haven WNHC- TV 948,702 155 
Edward C. Obrist, m.; J. Vincent 


Callanan, s!s. m. 
Waterbury WATR-TV 217,554 i 
Samuel R. Elman, g. m. & c.m. 
DELAWARE 


Wilmington WPFH 2,051,000 — 
Glen Lau, c. m. 


DISTRICT OF COLUMBIA 
Washington WMAL-TV 600,000 — 
Frederick S. Houwink, g. m.; Neal 
J. Edwards, sls. m. 
WRC-TV 754,000 500 
Carleton D. Smith, v.p. & g. m.; 
Joseph Goodfellow, dir. of sls. 
WTOP-TV 704,300 175 
George F. Hartford, v.p. chge. tv. ; 
Robert A. J. Bordley, sls. d. 
WTTG 700,000 
Leslie G. Arries, Jr., g. m. > Perry 
Walders, nat. sls. m. 


FLORIDA 
Daytona Beach WESH-TV—(2) Aua. ’56 
‘ort WITV 375,000 — 
"Laudendsle mare 7 st. m.; C. Edward Lit- 
g. m. & g. sls. m. 
Fort Myers WINK. Tv 23,500 _ 
J. Bauer, g. m. & sls. m. 
Jacksonville WJHP-TV 98, 896 50 
T. S. Gilchrist, Jr., g. m.; Willard 
raker, sls. m. 
WMBR-TV 289,300 *— 
Glenn Marshall, Jr., p.; Charles 
Stone, v.p. for sls. 
Miami WCKT 
James M. LeGate, st. m. 
WGBS-TV 278,869 401 
Walter 9 mng. d.; Dick 
Sloan, sls. 
wtvs 37i, 500 1,200 
Lee Ruwitch, v.p. & g. m.; John 
S. Allen, v.p. chge. sls. 
Orlando WDBO-TV 164,000 40 
Harold P. Danforth, Sr., p. 
g. m.; Agnes V. Carlson, s's. 
coandieter 
Panama City WJDM 31,000 oa 
Harry C. Babb, st. m.; Byron 
Hayford, sls. m. 
Pensacola WEAR-TV 152,000 20 
Mel Wheeler, p. & g. m.; Milt de 
Reyna, Jr., asst. g.m. 
St. WSUN-TV beg _ 
Petersburg Fred Shawn, See ; Bernard L. 
Kobress, sls. 
Tallahassee WCTV (see Thomasville, Ga.) 
Tampa WFLA-TV 319,54 
George W. Harvey, v.p. & g. ag 
William B. Faber, sls. m. 








Station Vht Uhf _Color 


~ WTVT 301,900 500 


w. Walter the v.p., g-m. & nat. 
a. m.; Paul M . Jones, loc. sls. 


WEAT- TV 90,000 

Gordon R. —"% g.m.; Ed J. Hen- 
nessy, sis. 

WJNO-TV 295, 306 

Theodore A. Eiland, g-m. & sls. di; 
W. F. Housner, sls. m. 


GEORGIA 

WALB-TV 45,000 _—_ 

James H. Gray, p.; Tom Still- 
vagon, g. Mm. 

WAGA-TV 542,900 500 

Glenn Jackson, v.p. & mng. 4.; 
John W. Collins, Jr., asst. mng. 
d. for sls. 

WLW-A 545,420 

omy | ace g. m.; Guy Tiller, 


WSB-TV 545,210 350 
John M. Outler, Jr., g. m.; Marcus 
Bartlett, st. m. A 
WJBF 188,502 50 
Donald M. Kelly, Jr., v-p. & g. m. ; 
George P. Moore, sls. m. 

WRDW- ‘TV 169, 400 

J. W. Hicks, g. m.; Lou Stratton, 
sls. m. 

Leg TV 136,959 = 
. F. MacLeod, st. m.; Joe Wind- 
"sor, c. m. 

WRBL-TV 187,327 ‘— 
Ridley Bell, g. m.; George Jenkins, 
sls. m. - 
WMAZ-TV 117,778 i 
Wilton E. Cobb, g. m.; Frank 

Crowther, c. m. 
WROM-TV 174,330 — 
Ed McKay, m.; Chas. Doss, c. m. 
WSAV-TV 150,501 1¢0 
Harben Daniel, p. & g. m.; Tom 
Belcher, c. m. 
WTOC-TV | 150,699 *_— 


L. Herschel Graves, g. m.; W. L. 
Woods, nat. sls. 


IDAHO 
KBOI-TV 65,025 — 
Westerman Whillock, p. & g. m.; 
Earl Glade, Jr., st. m. & c. m. 
KIDO-TV 52,500 — 
Walter E. Wagstaff, v.p. & g. m.; 
Barry Tucker, sls. m. 
_ TV 53,517 
» me estan g. m.; Claude Cain, 
s's 
KLEW.TV 20,000 — 
Willard “Pete” Thomas, g. m.- 


sls. m. 
KLIX-TV 21,000 — 
Frank C. McIntyre, v.p. & g. m.; 
Joe Gibney, tv sls. m. 


ILLINOIS 


WBLN-TV 50,000 — 
Worth S. Rough, p., g-m. & sls. m 


.WCIA 312,028 


a. Cc. Meyer, p.; Guy Main. 


& sis. d. 

WEBM.-TV "2,323,200 1,000 

H. Leslie Atlass, v.p. & g. m.; 
George Arkedis, sls. m. 

WBKB 2,323,200 

Sterling C. Quinlan, v.p. ; Matthew 
E. Vieracker, g. m. 

WGN-TV 2,325,000 

Frank P. Schreiber, v.p. & g. m.; 
Theodore Weber, sls. d. 

WNBQ 2,287,000 3,500 

Jules Herbuveaux, v.p. & g. m.; 
John M. Keys, sls. d. 

WDAN-TV 50,000 

Max Shaffer, st. m.; John D. Eck- 


we" sls. 
188,000 _ 
Ww. L. Shellabarger, p. & g. m.; 
Robert Wright, st .m. 


WSIL-TV 34,692 ca 
O. L. Turner, st. m. 

WEEK-TV 244,420 1,137 
Fred C. Mueller, g. m.; William 


J. Flynn, c. m. 
WTVH-TV 169,000 1,000 
Henry P. Slane, p.; Harold V. 
Phillips, sls. m. 


KHQA-TV 149,060 19 

Walter ages g-m.; Paul Mil- 
len, sls. 

WGEM- TV 150,000 *-— 


Joe Bonansinga, g. m.; J. Ben 
Stewart, c. m. : 
WREX-TV 272,695 150 
Joe Baisch, g.m.; Al Bilardello, 

sls. m. 


WwTvo 116,000 ao 

“——— agg g.m.; Edward 
Ruppe, sls. 

WHBF-TV ‘281. 5733 500 


Leslie C. Johnson, v.p. & g. m. 
Maurice Corken, asst. g. m. & 
sls 








City 
Springfield 





Anderson 
Bloomington 


Elkhart 


Evansville 


Fort Wayne 


Indianapolis 


Lafayette 


Muncie 


South Bend 


Terre Haute 


Waterloo 


Ames 


Cedar Rapids 


Davenport 


Des Moines 


Fort Dodge 
Mason City 


Sioux City 


Waterloo 


Goodland 
Great Bend 


Hutchinson 
(Wichita) 

Pittsburg 

Topeka 


Wichita 


Henderson 


Lexington 


Louisville 





Station Vht Uhf Color 
WICs 115,500 — 
Milton D. Friedland, g. m.; War- 
ren King, loc. c. m. 
INDIANA 
WCBC-TV—(61) Sept. 1, 
WwTTv 647,781 
Robert Lemon, g. m. Norman 
Cissna, asst. m. & i d 


WSJV-TV 215,814 — 
Paul C. Brines, bdestg. d. & c. m.; 
R. Morgan Lumpp, sls. prom. d. 
WFIE-TV 126,088 — 
Ted =m, g. m.; Robert Dean, 


sls. 

WTVW v_—(7) Summer °56 

WEHT (see Henderson, Ky.) 

WKJG-TV 144,230 3a 
Edward G. Thoms, v.p. & g. m.; 
Carleton B. Evans, c. m. 
WIN-T (see Waterloo) 


WFBM- TV 650,000 1,000 

William F. Kiley, g. m.; Don 
Menke, c. m. 

WISH-TV 660,000 600 


Robert B. McConnell, v.p. & g.m.; 
George W. Diefenderfer, Jr., d 


nat. sls. serv 
WFAM-TV 115,750 200 


O. E. Richardson, p., g-m., & sls. 


m.; Henry Rosenthal, asst. m. 

wire. 107,250 20 
F.. Craig, v.p. 

WNDULTV 177,000 400 


Bernard C. Barth, v.p. & g. m.; 
wana Thomas Hamilton, sls. 


WSBT-TV 185,000 50 
Neal B. Welch, g. m.; Richard W. 
Holloway, nat. s's. m. 


WTHI-TV 184,400 35 

J. M. Higgins, g. m.; George A. 
Foulkes, nat. sls. m. 

WIN-T 139,625 *— 


Ben B. Baylor, Jr., v.p. & g. m.; 
Robert C. Currie, Jr., prog. m. 


IOWA 

WOI-TV 325,000 _ 

Richard B. Hull, d.; Robert C. 
Mulhall, opertns. m. 

KCRG-TV 325,977 ° 
Edna A. bs g.m.; James w. 
Anderson, Jr., c. 

WwMT-TV ” 334,977 150 


William B. Quarton, g.m.; Lewis 
Van Nostrand, g. sls. m. 
WOc-TV 317,902 *_— 
Ernest C. Sanders, resident m.; 
Mark Wodlinger, resident sls. m. 
KRNT-TV t *_— 
Robert W. Dillon, v.p. & g. m.; 
Paul M. Elliott, c. m 
WHO-TV 500 100 
Paul A. Loyet, v.p. & res. m.; 
Harold W. Fulton, sls. m. 
KQTV 6,812 = 
Edward Breen, p. & g. m.; Max 


ndes, sls. m. 
KGLO-TV 135,922 —_ 
Herbert R. Ohrt, ex. v.p. & g. m.; 
Walter Rothschild, nat. sls. m. 
KTIV 187,743 350 
Dietrich Dirks, p. & g. m.; L. L. 
McCurnin, sls. m. 
KVTV 179,521 
Arthur J. Smith, res. m.; 
D. Sullivan, adv. d. 
KWWL-TV 324,866 
R. J. McElroy, st. m.; 
Inman, sls. 


50 
Donald 


300 
Don E. 


KANSAS 
KWGB-TV—(10) Aug. ’56 
KCKT-TV 144,350 ms 
Victor E. Bommh, mng. d.; Otis 


Cowan, c. 
KTVH 234, 125 a 
Howard O. Peterson, g. m.; E. Ww. 


Dallier, g. sls. 


KOAM- TV 16i,851 _ 
E. Wade, g. & sls. m. 

wipwtv 146,003 11 

oe Ludy, g. m.; Hilton Hodges, 
sis. m. 

KAKE- TV 235,620 


Martin Umansky, g. m. ; Donivan 
D. Waldron, nat. sls. 

KARD-TV 265,430 1,000 

Wi'liam J. Moyer, v.p. & g. m.; 
Don Sbarra, v.p. & sls. m. 


KENTUCKY 


WEHT 99, 203 45 

—- M. Sansbury, g. m.; Charles 
C. Palmisano, sls. m. 

WLEX-TV 
Earl L. Beyles, ex. v.p. & g. m.; 
Jim Pennock, sls. m 

WAVE-TV 506,966 100 

Nathan Lord, v.p. & g. m.; Ralph 
Jackson, c. m. 
HAS-TV ——7 

Victor A. Sholis, d.; 
Gillen, sls. d. 





Albert J. 





City 


Alexandria 


Baton Rouge 


Lafayette 
Lake Charles 


New Orleans 


Shreveport 


Bangor 


Poland Spring WMTW 


Portland 


Baltimore 


Salisbury 


Adams 
Boston 


Springfield 


Ann Arbor 
Bay City 
Cadillac 


Detroit 


Flint 
Grand Rapids 


Kalamazoo 


Lansing 


Station vhf Uhf Color 
LOUISIANA 

KALB-TV 126,400 — 

Willard L. Cobb, g. m.; Marvin 
Reuben, nat. sls. m. 

WAFB-T 104,000 _ 

Tom E. Gibbens, p. & g. m.; Ron 


Litteral, sls. m. 
BRZ 160,149 
J. mal petaee. g. m. 


sls. 
KLFY: Tv 71,200 
ames W. Lucas, g. m. & sls. m. 
KPLC-TV 100, 537 
David — g.m.; Pelham Mills, 


Jr. 
KTAG-TV 62,167 — 
William F. Hession, g. m.; Harper 
m. 


m. 
298,200 


150 
; Guy Corley, 


KNOE-TV 120 
Paul H. Goldman, v.p. & g. m.; 

— Ansell, Jr., tv sls. & prom. 
WDSU-TV 390,272 550 
Robert D. Swezey, ex. v.p. & g. 

m.; A. Louis Read, v.p. & c. m. 
WIMR-TV 157,816 535 


George A. Mayoral, v.p. & g. m.; 
Paul Beville, sls. m 


KSLA 166,000 25 
Winston B. Linam, st. m.; Deane 
R. Flett, sls. m. 
KTBS-TV 209,695 200 
Patrick J. White, st. m.; Marie 
Gifford, c. m. 
MAINE 
WABI-TV 98,650 — 
Leon P. Gorman, Jr., g. m.; Mil- 
ton Chapman, loc. sls. m. 
W-TWO 88,500 a 
Murray Carpenter, o. & g. m.; 


Rudolph Marcoux, v.p. & bus. m. 
272,923 

John H. Norton, Jr., v.p. & g.m. 
Paul Tiemer, sls. m. 


WCSH-TV___ 190,200 100 

William H. Rines, mng. d.; Jack 
S. Atwood, st. m. 

WGAN-TV 185,000 100 

Creighton E. Gatchell, v.p. & 
g. m.; Richard E. Bates, sls. m. 
MARYLAND 

WAAM 669,278 


Ken Carter, g. m.; Armand Grant, 
asst. g. m. & sls 


WBAL-TV 699,246 650 

Leslie H. Peard, Jr., v.p. & st. m.; 
Willis K. Freiert, sls. m. 

WMAP-TV 618,063 116 

E. K. Jett, v.p. & d.; Ernest A. 
Lang, c. m. 

WBOC-TV 55,815 _ 

John W. Downing, p.; Charles J. 


Truitt, v.p., g. m. 
MASSACHUSETTS 


& nat. s's. m. 


WMGT—(19) Summer '56 

WBZ-TV 1,420,106 64 

F. A. Tooke, g. m.; C. H. Masse, 
sls. m. 

WNAC-TV 1,420,106 *_— 


Norman Knight, ex. v.p. & g.m.: 
Thomas H. Bateson, sls. serv. 
& nat. sis. d. 

WMUR-TV (see Manchester, N.H.) 

WHYN-TV 220,000 45 


Charles N. DeRose, g. m.; Patrick 
J. Montague, c. m. 
WWLPe 230, 000 202 


William L. Putnam, g. m.; James 
H. Ferguson, Jr., sis. m. 
MICHIGAN 
WPAG-TV 31,000 _ 
Edward F. Baughn, v.p. & g. m.; 
Kenneth MacDonald, sls. m. 
WNEM-TV 312,555 — 


Myers, i p. & g. m. My Y 

J. Keenan, g. sls. m. 
WWtTtv 355,196 — 
Gene Ellerman, s =. ; Daryl Se- 


bastian, asst. 
CKLW-TV 1, 568. 000. _ 
J. E. gg P- & g. m.; C. E. 
Gunn, sls. 


WJBK- Tv 1,590, 400 700 

Bi!l Michaels, mng. d.; Keith Mc- 
enney, loc. sis. m. 

WWJ-TV 1,610,000 1,200 

Edwin K. Wheeler, g. m.; Don 


DeGroot, asst. g .m. 
WXYZ-TV 1,600,000 
oe <4 ome p. & g.m. ; John 


Pival, v.p. chge. tv. 

WIRTS “iad Aug. ’56 

WOOD-TV 606,510 400 

bed ag: Schroeder, g. m.; Arthur 

Swift, gen. sls. 

WKzO. TV 599, eee 200 
varl E. Lee, v.p. & mng. d.; 
Donald W. DeSmit, sls. m. 

WJIM-TV 450,000 210 


Harold F. Gross, p. & g. m.; How- 
ard Finch, v.p. 
WTOM-TV 


69,700 _ 
(Continued on page 112) 





when you're 


married to a 


girl young 


enough to be 
your daughter 
and she falls 
in love with 

a man her 
own age... 
beware the 
blackmailer 
who is... 


“THE ORDERLY’ 


a story of love and intrigue 


by GUY DE MAUPASSANT 


One of a sensational 
series of 26 FIRST-RUN 
ALL-NEW, HALF-HOUR 
quality television pro- 
grams on film...with the 
world’s top writers, top 


production, top stars. 


It’s allin 


NTA’s 


“THEATRE” 


with LILLI PALMER, your hostess 


For audition print and full details... 
WRITE —WIRE — PHONE TODAY 


National Telefilm Associates, inc. 
60 West 55th Street, New York, N.Y. 


Plaza 7-2100 








Set Count (Cont'd from page 111) 








City “ation vhf Uhf Color 
L. G. Christian, g. m.; Leonard P. 
Frankel, s!s. m. 

Marquette os TV 
my A i -e~ g.m.; Robert Luke, 

wae nl. sis 
Saginaw WKNX-TV_ 160,000 45 
be ay J. Edwards, g. m.; Robert 


Traverse City 


Austin 


Duluth 
(Superior, 
Wisc.) 


Minneapolis- 
St. Paul 


Rochester 


Columbus 


Hattiesburg 


Jackson 


Meridian 


Tupelo 


Cape 
Gheerteen 


Columbia 


Hannibal 


HQA 
Jefferson City KRCG-TV 


Joplin 


Kansas City 


Kirksville 


St. Joseph 


St. Leuis 


Sedalia 


Springfield 


Billings 


Butte 


Great Falls 


112 July 1956, 


Chandler, sls. m. 

we PBN.TV 56,23 

John Anderson, st. m.; R. E. Det- 
wiler, c. m. 


MINNESOTA 


KMMT-TV 54, 515 

— Y os er, m.; Don E. Inman, 
8 

KDAL-TV 127,500 

Dalton Le Masurier, g. m. Odin 
S. Ramsland, c. m. 

WDSM-TV 127,800 

Rodney A. Quick, v.p. & g. m.; 
Thomas Gavin, g. sls. m. 

KEYD-TV 630,000 

Robert M. Purcell, g. m. ; Lee W. 
Whiting, v.p. & cm 

KSTP-TV 615,000 200 

Stanley E. Hubbard, p. & g. m.; 
Marvin Rosene, gen. sls. m. 

WCCO-TV t 400 





F. Van Konynenburg, exec. v.p. & 


g.m.; Robert N. Ekstrum, sls. m. 
WTCN-TV 650,000 
Miller C. Robertson, v.p. & g. m.; 
David Cole, sis. m. 
KROC-TV_ 117,000 55 
Williard Lampman, st. m.; Gerald 
A. Regnier, prom. pub. rel. d. 


MISSISSIPPI 
WCBI-TV 
Bob McRaney, g. m.; W. W. Whit- 

field, sls. m. 

WDAM-TV 

= Reuben, g.m.; Tech Jones, 
sls. m. 

WITV 150,000 

Owens F. Alexander, m.; Bill Car- 

lier, sls. m. 

WLBT 156,0 109 
Fred Beard, m.; » Gentry, 
s's. m. 

WTOK-TV 75,000 
Robert F. Wright, p. & ge. 
William B. Crooks, v.p. & c. 


wtw 
Frank K. Spain, p. 





10 
m. ; 
m. 





MISSOURI 

KFVS-TV 155,400 

Robert O. bana m. of tv.; Jack 
Ramey 

KOMU- tv * 98.777 - 

Edward Lambert, g. m.; John O. 
Conwell, c.m. 

KHQA-TV (see Gainey. Til.) 

102,1 
Robert Blosser, 4 x 
well, loc. sls. m. 

KSWM-TV 115,000 

Austin A. Harrison, 
Knight, loc. sls. m. 

gag 567,690 
E. K. Hartenbower, g. m. 
Tremb! 

KMBC_TV. “494.323 110 

John T. Schilling, v.p. & g. m. 
George J. — v.p. & sls. m. 

WDAF-TV  563,1 

Wm. A. Bates, 9 as E. Manne 
Russo, sls. m 

KTVO 187, 765 

Berg Allison, st. m.; Charles Fel- 
lers, sls. m. 

KFEQ-TV 161,079 

Glenn G. Griswold, g. m.; A. 
Wayne Beavers, c. m 

KSD-TV 915,982 65 

George M. Burbach, g. m.; Guy 
E. Yeldell, sls. m. 

KTVI 414, 464 

Paul E. Pom, P. : Jack Schain- 


Ron Max- 


15 
ae 


351 
; S. B. 


p.; 





KW + =_ 

ant T. Convey, p. & 
Carmichael, v.p. & "os. va 

KDRO-TV 57,000 

H. . Brandes, g. m.; 

Glenn, sls. m. 


Jimmy 


K 
R. L. Stufflebam, co-mgr. & c. m.; 
Carl Fox, co-mgr. 


MONTANA 
KOOK-TV 28.500 
Vv. V. “Bud” Clark, g. m. ; John 
H. Conner, c. m. 
KXLF-TV + 
E. a . Cee p.; Jim Manning, 


KFBB-TV 27,000 
J. P. Wilkins, p. & g. 
Blanchette, st. m. & 





m.; W. C. 
ec. m 


Television Age 





City 


Station vhf Uhf Color 





Missoula 


Hastings 
Hayes Center 


Holdrege 
(Kearney) 
Lincoln 


Omaha 


Scottsbluff 


Henderson 


Las Vegas 


Reno 


Manchester 


Mt. Washing- 
ton 


Newark 
(New York) 


Albuquerque 


Carlsbad 
Roswell 


Albany 
(Schenec- 
tady-Troy) 


Binghamton 
Bloomingdale 
(Lake 
lacid- 


P 
Plattsburg) 
Buffalo 


Carthage 
(Water- 
town) 

Elmira 


Hagaman 
Kingston 


New York 


ae! 24,660 
J. Mosby, p. & m.; 
ae, loc. sls. m. 


NEBRASKA 
KHAS-TV 71,992 . 
Duane L. Watts, g. m.; Harry 
Packard, sls. m. 
KHPL-TV 92,726 — 
F. Wayne Brewster, p. (Satellite 
of KHOL-TV, Holdrege). 
KHOL-TV 92,726 
Jack Gilbert, st. m. 
KOLN-TV 156,174 
A. James 7 g. m.; Thomas L. 
Young, sls. 
KMTV 367,353 
Owen Saddler, ex. v.p. 
Arden Swisher, g. sls. 
WOW-TV 367,353 
Frank P. Fogarty, v.p. 
Fred Ebener, nat. sls. 
KSTF 
William C. Grove, g. m. 
Cahill, c. m. (Satellite of KFBC. 
TV Cheyenne, Wyo.) 


NEVADA 


KLRJ-TV 32,000 15 
= ewes g. m.; Walter Den- 


Hugh 





m. & nat. 
sls. m. Alex G Gold, tes. sls. m. 

KSHO-TV 

KZTV 21, 750 

Harry Huey, g-m.; William Stiles, 
ec. & oper. m. 


NEW HAMPSHIRE 


WMUR-TV 1,127,959 
Norman A. Gittleson, ex. v.p. & 
g. m.; Gordon E. Moore, nat. 





sls. m. 
WMTW (See Poland Spring, Me.) 


NEW JERSEY 
WATV 4,730,000 
Irving R. Rosenhaus, p. & g. m.; 

Edward Cossman, sls. 


NEW MEXICO 


KGGM-TV 74,183 

A. R. Hebenstreit, p. & g. m.; 
Dusty Rhoads, c. m. 

KOAT-TV 62,000 

Walter J. Stiles, v.p. & g.m. ; Dave 
Carpenter, v.p. chg. sls. 

KOB-TV 74,183 

Wayne Coy, p. & g. m.; Rolf s 
Nielsen, sls. m. 

KAVE-TV—(6) Aug. '56 

KSWS-TV 35,384 

John A. Barnett, o. & g. m. ; Paul 
B. McEvoy, sls. m. 


NEW YORK 
WCDA 175,000 
Thomas S. Murphy, g. m.; 
L. Goldman, st. m. 
WTRI-TV 
Wil'iam A. Riple, g. 
WNBF-TV 402,170 20 
eorge R. Dunham, g. m.; Andrew 
G. Hubbell, g. sls. m. 
WPTZ 142,000* _ 
George BarenBregge, g. m.; Al La 
France, loc. sls. m. *Plus 350,- 
000 Canadian coverage 
WBEN-TV 530,881 200 
George R. Torge, st. m.; Nicholas 
J. Malter, sis. m. 
WBUF-TV 202.400 
Charles Bevis, g. m.; Bill Decker, 


sls. m. 

WGR-TV 534,668* 216 
J. Joseph Bernard, v.p. & ¢ 
G. Paschall Swift, sls. m. 

559.361 in Canada. 

WCNY-TV  84,619* 

Louis Saiff, Jr., g. m.; Alfred M. 
Tauroney, nat. sls. \m. ; *Plus 
50,100 in Canada. 

WTVE _ 

Thompson K. Cassel, p. & g. m.; 
Howard Green, c¢.m. 

WCDB 

WKNY-TV 42, 000 

Robert M. Peebles, v.p. & g. m.; 
Don Maclsvac, sls. m. 

WABC-TV 4,800,000 


500 
Harry 





m. 


- Mm.; 
*Plus 


Joseph 


Robert L. Stone, g. m.; 
Stamler, sls. m. 
WABD 4,800,000 


= bay v.p. & g. m.; Bill Adler, 


WATV (see Newark) 

WCBS-TV 4,730,000 3,000 

Sam Cook Digges, g. m.; Frank 
Shakespeare, sls. m. 

WOR-TV 4,730,000 

Gordon Gray, exec. v.p. & g. m.; 
Charles Phillips, sls. m. 


WwPIXx 4,730,000 3,000 

ro -l rower, v-p. & g. m.; 
Joh Patterson, sls. m. 

WRCA-TV 4,765,000 10,000 





City 


Rochester 


Schenectady 
(Albany- 
Troy) 

Syracuse 


Utica 


Asheville 


Charlotte 


Durham 
Fayetteville 
Greensboro 
Greenville 
Raleigh 
Washington 
Wilmington 


Winston- 
Salem 


Bismarck 


Fargo 
Grand Forks 
Minot 


Valley City 


Akron 


Cincinnati 


Cleveland 


Columbus 


Station Vhft Color 


‘Themen B McFadden, v.p. & | g- 
J. Heitin, sls. m. 

WHAM-TV 340,000* 200 

William Fay, p. & g. m.; John W. 

Kennedy, Jr., v.p. c. m. 

* Plus 75,000 Canadian coverage. 
WHEC-TV 327,000* 200 
C. Glover DeLaney, v.p. & g. m.; 

LeMoine C. Wheeler, g. sls. m. 

* Includes 31,500 Canadian cov- 


erage. 
WVET-TV 327,000* 200 
Ervin F. Lyke, p. & g. m.; Arthur 
Murrellwright, g. sls. m. 
as — 31,500 Canadian cov- 


WRGB 490,630 bd 
Raymond W. Welpott, st. m. ; Rob- 
ert F. Reid, sls. m. 
WHEN-TV 374,100 650 
Paul Adanti, v.p. & g. m.; Fred- 
erick Menzies, c. m. 
WSYR-TV 372,160 300 
E. R. Vadeboncoeur, p. & g. m.; 
W. R. Alford, nat. sls. d 
WKTV 207,500 160 
Michael C. Fusco, g. m. & sls. m. 


NORTH CAROLINA 


WISE-TV 40, 000 — 
Harold . 7 g. m.; Joseph 
Master, c. 
wLos-TV 317, 909 
i B. — ex. v.p.; George 
rman 
wBrv “336,630 200 


Charles H. Crutchfield, ex. v.p. & 
g. m.; Wallace J. Jorgenson, 
asst. mgr. d. chge. sls. 

WTVD 283,390 69 
Harmon L. Duncan, p. & g. m.; 
Mike Thompson, sls. m. 

WFLB-TV 20,000 

William D. Bailey, m.; W 
Belche, c. m. 

WFMY-TV 416,017 70 

Gaines Kelley, g. m.; Joseph E. 
Lake, c. m. 

WNCT 164,980 69 

A. Hartwell Campbell, g. m.; John 


WNAO- TV 140,125 40 

John H. Bone, g. m.; Earl Welde, 
¢.m. 

WITN 143,850 300 


W. R. Roberson, Jr., p. & g. m.; 
T. H. Patterson, c. m. 


WMFD-TV = 93,850 — 

R. A. Dunlea, Jr., p.; Claud 
O’Shields, loc. sls. 

WSJS-TV 520,594 300 


Harold Essex, exec. v.p. & g. m;. 
Harry B. Shaw, g. sls. m. 
WTOB-TV 23,750 


John G. Johnson, g. m.; James 
W. Copan, sls. m. 

NORTH DAKOTA 

KBMB-TV 23,000 — 

John W. Boler, p. & g. m.; Ches- 
ter Rietan, c.m. 

KFYR-TV 30,750 a 

William Ekberg, g. m.; A. L. An- 
derson, sls. m. 

WDAY-TV 90,240 65 

Jack Dunn, st. m.; Tom Barnes, 
sls. m. 

KNOX-TV 37,000 *_— 

Carroll E. Day, p. & acting g. m.; 
Robert Lukkason, nat. sls. m. 

KCJB-TV 29,000 

John W. Boler, p. & g. m. ; Ches- 
ter Rietan, c. m. 

KXJB-TV 124,000 180 

John W. Boler, p. & g. m.; Wm. 
L. Hurley, v.p. chge. sls. 

OHIO 

WAKR-TV 174,066 — 

S. Bernard Berk, p.; Roger G. 
Berk, v.p. & 

WCPO-TV 764,800 — 

M. C. Watters, v.p. & g. m.; 
G. C. Miller, asst. g. m. 

WKRC-TV_ 767,728 1,000 


David G. Taft, ex. v.p. & g. m.; 
Robert T. Schlinkert, g. sls. m. 

WLW-T 525,000 92 

R. E. Dunville, p.; James J. 
Crane. sls. m. 

KYW- TV 1,174,004 167 

Roland V. Tooke, v.p. & g. m.; 
Albert P. Krivin, sls. m. 

WEWS 1,217,000 —_ 

James C. Hanrahan, g. m.; John 
H. Foley, loc. sls. m. 

WIW-TV 1,159,640 *_— 

Ben Wickham, —4 d.; Frank 
Barron, loc. sls. m. 

WB BNS-TV 500, 400. _— 

Richard A. Borel, tv. d.; Robert 
D. omas, sls. m. 

WLW-C 351,000 900 

James Leonard, v.p. & g. m.; 
Charles Dodsworth, sls. m. 


WTVN-TV 381,451 
Joseph W. McGough, g. m. 3 Rob- 
ert C. Wiegand, asst. g. m. 








Dayton 


Lima 
Steubenville 
Toledo 


Youngstown 


Zanesville 


Ada 
Ardmore 
Enid 
Lawton 
Muskogee 
Oklahoma 


City 


Tulsa 


Eugene 


Klamath Falls 
Medford 


Portland 


Roseburg 


Altoona 
Bethlehem 
Easton 


Erie 


Herrisburg 


Johnstown 


Lancaster 


Philadelphia 


Pittsburgh 





Station Vhf Uhf Color 

WHIO-TV 511,310 — 

Robert H. y, g. m.; Walter 
E. Wolaver, c. m. 

WLW-D 331,000 *_— 

H. Peter Lasker, v.p. & g.m.; 


Dale Smith, sls. m. 
WIMA-TV 
— ¥% Mack v.p. & g. m.; 

J. pring, . sls. m. 
wary wv 1,236,74 _ 


ohn J. Laux, on v.p. & g. m.; 
Joseph M. Troesch, asst. g. m. 
WSPD-TV 406,975 90 
Allen L. Haid, .vp. & mong. d.; 

Bill Ashworth, nat. sls. m. 
WFMJ-TV 180,304 150 


William F. Maag, Jr., p.; . ocpeae 

Stanley, st. m. & sls. m. 
WKBN-TV 202, 534 300 
W. P. Williamson, Jr., p. & g. m.; 


” 56, 000 _ 
Allan Land, mng. d.; Nate Milder, 
sls. d. 


OKLAHOMA 


KTEN 93,223 
Bill Hoover, v.p. 4 g. m. seen 
Morris, sec. treas. & st. m. 
KVSO-TV—(12) Fuly 29, °56 
KGEO-TV 306,000 — 
George Streets, sec. & m. 
KSWO-TV 70,000 


= o. B. Baker, st. m.; Al Shore, 

sls 

KTVX 320,000 

L. A. Blust, Jr., v.p. & g. m. ; Ben 
Holmes, nat. 'sls. d. 

KWTV 378,110 100 

Edgar T. Bell, v.p. & g. m.; Fred 
L. Vance, sis. m. 

WKY-TV 395,168 118 

P. A. Sugg, ex. v.p. & st. m.; 


John Haberlan, nat. ¢.m. 
KOTV 316,512 60 
C. Wrede Petersmeyer, p. & g.m.; 

Jim Richdale, c.m. & asst. g.m. 
KVOO-TV 316,512 
Cc. B. Akers, g. m.; John Devine, 

¢.m. 


OREGON 
KVAL-TV 55,559 — 
S. W. McCready, g. m.; Glenn 
Nickell. sls. m. 
KFJI-TV—(2) ener *S6 
KBES-TV 35,70! 


Jerold R. Poulos, m.; Edward P. 
Barnett, sls. m. 

KLOR 340,000 

S. John Schile, g. m.; Jack Was- 
san. loc. sls. m. 

KOIN-TV 317,700 200 

C. Howard Lane, v.p. & mng. d.; 
John L. Palmer, ntl. sls. m. 





KPTV 356,442 500 

Frank J. Riordan, mng. d.; Don- 
#ld Tykeson, nai. sls. m. 

KPIC 

Gene Pierce, res. m. 
PENNSYLVANIA 

WFBG-TV 537,452 _ 

Jeck Smyder, mng. d.; George 
Burgeon, oper. m. 

WLEV-TV 71,450 = 

Elwood C. Anderson, st. m.; 
George H. Ettele, c. m. 

WGLV 94,635 _ 

Charles Thon, g. m.; Nelson S. 
Rownsley, bus. m. & nat. adv. m. 

WICU 223,500 300 

Ben McLaughlin, g. m.; Karl R. 
Ne'son, c. m. 

WSEE 101,436 — 


Frank B. Palmer, g. m.; 
Sondheim, loc. sls. m. 

WCMB-TV 

Ed K. Smith, g. 

WHP-TV 


+ — 





m. 

241,449 = 
A. K. Redmond, g. & c. m. 
WTPA 198,000 _ 
Donald D. Wear, g. m.; Allen P. 


Solada, sls. m. 
WARD-TV 0,000 
eee J. Butterfield. g. m. & sls. 
wIACc -TV 984,005 


465 
Alvin D. Schrott, g. m.; John H. 
Hepburn, sls. m. 
WGAL-TV 912,950 30 
—" E. — st. m.; Leroy K. 


WCAU-TV 2. 094, 852 3, ae 
Donald W. Thornburg, p. & g. 
~ “ag M. McGredy, v.p. ae. 
sis. 
WFIL-TV 2,105,636 1,000 
Roger bad Clipp, g. m.; a 
w. wman, gen. sls. 
WRCV- Tv 2,088,318 2,500 
Lloyd E. Yoder, v.p. g. m.; 
Theodore Md rig sls. m. 
WSES—(29) Oct. 
KDKA-TV 1,200, oon” 


Harold C. Lund, . 
Lloyd G. Chapman, sls. m. 
WENS 420,000 a 








City 


Reading 


Scranton 


Wilkes-Barre 


Williams port 
York 


Providence 


Charleston 


Columbia 


Florence 
Greenville 


Spartanburg 


Florence 


Rapid City 


Sioux Falls 


Chattanooga 


Jackson 
Johnson City 


Knoxville 


Memphis 


Nashville 


Abilene 


Amarillo 


Station Vht _Uhf Color 


“Larry H. Israel, v.p- & g. m. 
Vera Oldenburg, sis. serv. m. 


WHUM-TV 253.467 * — 

Humboldt J. Greig, p.; Allan 
Kerr, sls. m 

WARM-TV 250,000 — 

William Dawson, v.p. & g. m.; 
Sam Feigenbaum, loc. sls. m. 

WGBI-TV 286,500 150 

Robert E. McDowell, st. m.; Jack 
Nedell, loc. sls. m. 

WBRE-TV 308,000 150 


David M. Baltimore, v.p. & g. m.; 
Ernest Lewis, sls. m. 

WILK-TV 306, 000 

Roy E. Morgan, ex. v.p. ; Thomas 
P. Shelburne, m. d. 

W RAK-TV—(36) Summer '56 

WNOW-TV 116,500 _ 

Richard E. Burg, st. m. & c.m.; 
J. Edward Schwalm, sls. prom. 


m. 
WSBA-TV 117,000 os 
Louis J. Appell, Jr., p 


RHODE ISLAND 

WJAR-TV 1,404,002 450 

Peter B. James, st. m.; Ed Bog- 
hosian, sls. m. 

WPRO-TV 1,404,202 _— 

William S. Cherry, Jr., p. 


SOUTH CAROLINA 

WCSC-TV 244,844 _— 

Roland Weeks, m. & nat. sls. m. ; 
Ralph E. Thornley, rgnl. sls. m. 

WUSN-TV 212,637 — 

J. Drayton Hastie, p. & g. m.; 
Grange Cuthbert, c. m. 


WIS-TV 208,770 50 

Charles A. Batson, mng. d.; Law 
Epps, sis 

WNOK-TV 120,000 — 

H. Moody McElveen, Jr., v. p., 
g. m. ce. m. 

WwBTw 154,572 — 

J. William Quinn, mng. d.; John 

. Brock, nat. sls. m. 

WFBC-TV 435,768 20 

B. T. Whitmire, g. m.; R. Q. 
Glass, Jr., s's. m. 

WSPA-TV | 286,765 50 

Walter J. Brown, p. & g. m.; 
Charles Bell, nat. sls. m. 
SOUTH DAKOTA 

KDLO-TV 181,035 — 

— L. Floyd, p.; E. A. Nord, 


m. & sis. m. (Satellite of 

KELO- TV Sioux Falls.) 
KOTA-TV 18,33 

Leo D. Borin, g. m.; 

Crowley, sls. m. 
KELO-TV 181,035 
Joseph L. F'oyd, p.; 

g. m. & sls. m. 


TENNESSEE 


WDEF-TV 180,630 
Harold E. Anderson, g. m.; 
H. Segler, sls. m. 


Jack “y 


E. A. Nord, 


200 
Otis 





WRGP-TV 
Harry S. Stone, st. m. 
WDXI-TV = 102,385 — 


Aaron B. Robinson, p. & g. m.; 
John E. North, v.p. & g. m. 
be ogg ed 185,316 — 
w. ag Lancaster, Jr., 

& 
WATE-TV. 229.360 *— 
W. H. Linebaugh, g. m.; John T. 
McCloud, c. m. 
WTVK 155,877 120 
John A. Engelbrecht, p.. g. m. 
& sis. m. 
WBIR-TV—(10) Aug. 1, °56 
WHBO-TV 425,607 — 
John Cleghorn, v.p. & g¢m.; Tom 
Ragland, sls. m. 
WMCT 425,607 210 
H. W. Slavick, g. m.; Earl More- 
land, st. m. 
WREC-TV 


v.p., &. mM. 





Hoyt B. Wooten, g. m.; Char'es 
Brakefield. c.m. 
WLAC-TV 489,958 500 


T. B. Baker, Jr., ex. v.p. & g. m. 


Robert M. Deamie, nat. sls. m. 
wax: TV 380,0 = 
R. D. Stanford, >. p. & g. m.; 

. S. Tanner, v.p. & c. d. 
WSM-TV 277,305 165 
John H. DeWitt, p.; Irving 

Waugh, c.m. & asst. to p. 


TEXAS 
KPAR-TV (see Sweetwater) 
KRBC-TV 59,790 — 
John Higgins, st. m. & c.m.; 


Forest Lane. nat. sls. m. 
KFDA-TV 85,280 


Ed Moore, g. m.; Dan Hayslett, 
opertns. m. 
KGNC-TV 85,349 93 


Bob Watson, st. m. & 
Kin Raley, tv sls. m. 
(Continued on page 114) 


pgm. d.; 





when you 
gamble on 
the turn of a 
card to save a 
woman’s life 


and you turn 
up the ACE 
of Spades... 
you lose... 
your life! It’s 
a real gamble 
to play at... 


‘THE SUICIDE CLUB” 
a famous adventure story 


by ROBERT LOUIS STEVENSON 


One of a sensational 
series of 26 FIRST-RUN 
ALL-NEW, HALF-HOUR 
quality television pro- 
grams on film...with the 
world’s top writers, top 
production, top stars. 


It’s all in 


NTA’s 
“THEATRE” 


with LILLE PALMER, your hostess 


For audition print and full details... 
WRITE —WIRE — PHONE TODAY 


National Telefilm Associates, Inc. 
60 West 55th Street, New York, N.Y. 
Plaza 7-2100 








Set Count (Cont'd from page 113) 





City Station Uhf Vhf Color 
Austin KTBC-TV 158,126 17 
J. C. Kellam, g. m.; O. P. (Bob) 
Bobbitt, g. sls. m. 
Beaumont KBMT 53,000 _ 
Randolph C. Reed, p. & g. m. 
KFDM-TV 109,000 36 
Mott M. Johnson, opr. & c. m.; 
Louis Durst, sls. m. 
Big Spring KBST-TV 48,453 — 
William J. Wallace, p. & g. m.; 
John McMinn, sls. m. 
Corpus S-TV 
Christi T. Frank Smith, o. & g. m.; W. 


M. a v.p. chg. sls. 
KVD 55,700 _ 
L. W. Bud” Smith, g. m.; Bob 
Williams, c. m. 
FIJZ-TV 540,930 — 


Dallas K 
(Ft. Worth) Charles B. Jordan, v.p. & g. m. 


El Paso 


Fort Worth 
(Dallas) 
Galveston 


Harlingen 


Houston 


Laredo 


Lufkin 
Midland 
Odessa 


San Angelo 
San Antonio 


Sweetwater 

Temple 

Texarkana 
(Tex.-Ark.) 

Tyler 

Waco 


Weslaco 


Wichita Falls 


Salt Lake 
City 


Dale Drake, nat. sls. m. 
KRLD-TV 564,080 250 
Roy M. Flynn, st. m.; Gene Cuny, 


c. m. 
WFAA-TV 564,080 


150 
Ralph ge eg st. m.; Mike 
Shapiro, c. 
KROD-TV 90, 778 46 


Val Lawrence, v.p. & g. m.; Dick 
Watts, gen. sls. m. 

86,045 8 

Karl O. Wyler, p. & g. 3 Roy 


7 © " 
KOKE—(13) Aug. ’56 


WBAP-TV 585,000 700 

George Cranston, st. m.; Roy 
Bacus, c. m. 

KGUL-TV 445,790 — 

Paul E. Taft, p. & g. m.; Robert 
S. Wilson, g. sls. m. 

KGBT-TV 84,875 _ 

Troy McDaniel, g. m.; Ingham S. 


Roberts, c. m. 
KGUL-TV (see Galveston) 
KPRC-TV 415,000 100 
Jack Harris, v.p. & g. me ; Jack 
McGrew, asst. m. & c¢ 
KTRK-TV 485,000 360 
Willard E. Walbridge, exec. v.p. & 
g. m.; Bill Bennett, c. m. 
KHAD-TV 11,500 — 
Cleo E. Long, st. m.; John A. 
Snyder, sls. m. 
KLTV (see Tyler) 
KCBD-TV 120,859 100 
Joseph H. Bryant, p. & g. m.; 


George L. Tarter, c. m. 
KDUB-TV 125.311 500 
W. D. (Dub) Rogers, p.; E. A. 


(Buzz) Hassett, nat. sls. m. 
KTRE-TV 54,028 _ 
Richman Lewin, v.p. & g. m.; 

Murphy Martin, -- m. 
KMID-TV 54,000 
~_— seein, g.m. ; Lambert Cain, 


KOSA- TV 78,500 

a Vacca, st. m.; Ed Costello. 
KTXL-TV 44,309 — 
J. H. _ bbard, g. m. & sls. m. 
KCOR-T 70,000 _ 


Nathan Safrr, v.p. & g. m.; Ben 


136 

Albert D. Johnson, g. m.; Wayne 
Kearl, nat. sls. m. 

WOAI-TV 311,908 67 

James M. Gaines, v.p. & g. m.; 
Ed V. Cheviot, c. m. 

KPAR-TV 62,469 *— 
Dan C. Guthrie, st. m.; E. A. 
(Buzz) Hassett, nat. oh, m. 

aioe aad 145,1 
= hme st. m. ; Burton Bishop, 


KCMC_TV 161,840 75 
Welter M. Windsor, g.m.; Richard 
M. Peters, nat. sis. & prom. d. 
KLTV 108,000 — 

Marsha'l H. Pengra, g. m. 
KCEN-TV (see Temple) 
KWTX-TV 123,000 _— 
M. N. Bostick, v. p. & g. m.; 

John M. Brinegar. i m. 
KRGV-TV 74,6 


O. L. Taylor, p. & g. a ; Kenneth 


E. Markel. nat. & renl. c. m. 
* Plus 8,000 in Mexico. 
KFDX-TV 105,135 700 


~<a" H. Fry, exec. v.p. & g.m. 
Walker. sls. m. 


KSYD-FV 119,734 *_— 
Sid Grayson, p. & g. m.; Bob 
Cain, c. m. 
UTAH 
KSL-TV 204,000 200 
D. Lennox Murdoch, & g.m.; 
Edward B. (Ted) “Kimball, g. 
sls. m. 
KTVT 203,000 200 
G. Bennett Larso 


Brent Kirk, st. m. & g. sls. ms 
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“Person 
D.m.) ; 





Cha TS wuittiteene 


“Valiant = acy. 
ard Brands; 
Mins: Tue.—Wesson ion: ‘Th.— 


Kellogg. 745-3— 
Pilisbury, rite; oe 


pmo: & 3: 
Gerber Prod.; Thu., ‘Toni; ie 
$.0.8., alt. wks., 
Mon., Procter & 
Fri. “General Mills; » P&G 


To ke 
American Oil (Bast Coast) ; 
oon ing (Midwest); alt. wks. 
Yatch. 


tinue through Senmer every fourth week. 
— Sund: 


, will continue through Summer every 
Fourth week. Color. 


12-12:15 p.m.); 
& — ral 


3:30-4 
3:30-4 * ampbeit 
t. wks., Carna 


Show 
30-45 —Mon., 
Wesson Oil, ai 


Hazel Bishop, $:45-4— 
Gamble Tu., sust.; W. & 


10 :30-11 
Hamm's 
at’ 


—Elgin Nat’! 


(Fri., 


Migs: oo ¥ Producers’ 
8-9:30 p. n., will con- 


ay Spectacular, Sundays, 7 :30-9 








City 





Burlington 


Hampton 
Harrisonburg 


Lynchburg 


Norfolk 


Petersburg 


Portsmouth 


Richmond 


Roanoke 


Bellingham 


Pasco 


Seattle 
(Tacoma) 


Spokane 


Tacoma 
(Seattle) 

Yakima 
(Pasco) 


Bluefield 








Station Uhi Vhf Color 
VERMONT 

WCAX-TV_ 139,135 _ 

Stuart T. Martin, g. m.; John A. 


Dobson, s!s. m. 
VIRGINIA 

WVEC-TV (see Norfolk) 
WSVA-TV_ 137,634 — 
Frederick L. Allman, p. & g. m.; 

Howard C. Evans, sls. m. 
WLVA-TV 308,675 _ 
Philip P. Allen, v.p. & g. m.; 

Joseph F. Wright, Jr., sls. m. 
WTAR-TV 405,722 50 
Campbell Arnoux, p. & g. m.; 

Robert M. Lambe, gen. sls. m. 
WVEC-TV 183,000 159 
Thomas P. Chisman, p. & g. m. ; 

Harrol A. Brauer, Jr., v.p. & 


sls. d. 

WXEX-TV 415,835 200 

Irvin G. Abeloff, v.p., mng. d. & 
nat. sls. m.; George R. Oliviere, 
loc. sls. m. 

WTOV-TV 

A. V. Bamford, g. m.; Winston 
Bright, c. m. 

WRVA-TV 
Barron Howard, v.p. & g. m.; 
James D. Clark, Jr., sls. m. 

VR 503,317 300 
Wilbur M. Havens, st. m. & c.m.; 
Walter A. Bowry, Jr., asst. st. 
m. & asst. c.m. 
WDBI-TV 
Rav P. Jordan, mng. d.; ner Ww. 








Harkrader, asst. mng. d. & 
¢. m. 

WSLS-TV 453,266 150 

James H. Moore, ex. v.p.; Horace 
Fitzpatrick, asst. & c. m. 
WASHINGTON 

KVOS-TV 232, 661 

— 1 se p.; Fred Elsethagen, 

KEPR-TV 80,000 — 

Thomas C. Bostic, v.p. & g. m.; 
H. R. Cary, sls. m. (Satellite of 
KIMA-TV, Yakima) 

KING-TV = 510,000 349 


Otto B. Brandt, v.p. & g. m.; A. 
P. Hunter, c. m. 
KOMO-TV 510,349 349 
513,700 "370 
— aaa m.; Larry Carino, 


KTVW 496,961 

William Veneman, g. m.; Robert 

‘ Kilpatrick, c. m. 

KHQ-TV 159,680 125 

Richard O. Dunning, p. & g. m. 

172,798 

Louis Wasmer, owner ; 
Temple, g. m. 

KXLY-TV 177,686 7 

Richard E. Jones, v.p. & g. m.; 
James Agostino, sls. m. 

KTNT-TV (see Seattle) 

KTVW (see Seattle) 

KIMA-TV 80,000 _— 

Thomas C. Bostic, v.p. & g. m.; 
H. R. Cary, sls. m. 

WEST VIRGINIA 


Robert 


WHIS-TV 209,757 *— 
P. T. Flanagan, st. m.; John 
Shott, sls. m. 





City 


Vhf Color 


Station Uhf 





Charleston 


Clarksburg 
Huntington 


Oak Hill 
(Beckley) 
Parkersburg 


Wheeling 


Eau Claire 


Green Bay 


La Crosse 


Madison 


Marinette 


WCHS-TV 540,340 200 
John T. Gelder, Jr., v.p. & g. m.; 
John L. Sinclair, Jr., sls. m. 

WHTN-TV (see Huntington) 
WSAZ-TV (see Huntington) 
WBLK-TV—(12) Summer °56 
WCHS-TV (see Charleston) 
WHTN-TV 203,000 20 
Fred Weber, p. & nat. sls. ; George 
A. Miller, loc.-rgnl. sls. m. 
WSAZ-TV 660,266 325 
ee H. Rogers II, v.p. & 
; Robert E. White, sls. m. 
WOAY.-TV 357,230 
Robert R. Thomas, Jr., 0. & g.m.; 
Vie Ludington, sls. m. 


w 40,502 = 

Milton F. Komito, st. m.; Jerry 
Burns, sls. m. 

WTRF-TV 314,400 110 


Robert W. Ferguson, ex. v.p. & 
e. m.; H. Needham Smith, sls. 


"WISCONSIN 
WEAU-TV 122,560 25 
Leo Howard, g. m. & c. m.; Rich- 
ard Kepler, st. m. 


WBAY-TV 235,000 

Burke Farquhar, st. m.; 
C. Nelson, sls. m. 

WFRV-TV 239,340 

Don C. Wirth, v.p. = » m. ; Ward 
O. Gage, renl. sls. 

WMBV-TV (see Marinette) 


Robert 


WKBT 112,5 = 

Howard Dahl, 9g ies Robert Z. 
Morrison, Jr., sls. m. 

WISC-TV —- 

Ralph O’Connor, g. m.; Richard 
Nickeson, sls. m. 

WKOW-TV 127,250 200 

Ben F. Hovel, g. m.; bert 
Loomer, sls. m. 

WMTV 140,000 _ 

Morton < Wagner, st. m.; Peter 


sls. m. 
WMBV-TV 211,440 


(Green Bay) Seay D. Mackin, g. m. ; William 


Milwaukee 


Superior 


Wausau 


Whitefish Bay 


Cheyenne 


Anchorage 


Fairbanks 


Juneau 


Honolulu 


Wailuku 


Mayaguez 


San Juan 


Walker, tv. m. 


WISN-TV 782, 500 

John B. Swell, tv d.; L. A. Larson, 
¢.m. 

WTMJ-TV 781,222 


220 
Walter J. Damm, g. m.; Neale V. 
Bakke, sls. m. 
xIx 398,255 
Edmund C. Bunker, st. m. ; Theo- 
dore F. Shaker, sls. m. 
KDAL-TV (see Duluth, Minn.) 
WDSM-TV (see Duluth, Minn.) 
WSAU-TV = 91,300 _— 
George T. Frechette, v.p. & g. m.; 
Richard D. Dudley, ¢c. m. 
WITI-TV 
J. I. Meyerson, g. m.; J. Grant 
Sandison, g. sls. m. 
WYOMING 
KFBC-TV 49,000 
Wm. C. Grove, g. m.; 
Cahill, c. m. 


ALASKA 

KENI-TV 23,000 

— O. Bramstedt, g.m. ; James 
Duncan, sls. m. 





Charles P. 


KTVA 23,000 a 

A. G. Hiebert, g. m. 

KFAR-TV 8,600 — 

James G. Duncan, g. m. & chf. 
engenr.; Phil _— sls. m. 

KTVF 8,750 


Walter A. Welch, m.; 
Griffin, c. m. 
KINY-TV 2,500 
Jerry McKinley, st. m.; Vern Met- 
calf, loc. sls. m. 
HAWAII 
KHBC-TV 94,982 —_ 
J. Howard Worrall, p. (Satellite 
of KGMB-TV, Honolulu) 
KGMB-TV 94,982 
Melvin B. Wright, m.; 
Crockett, sls. m. 
ONA 92,532 — 
John D. Keating, p. & g. m.; 
James W. Spencer, nat. s's. m. 
90,246 — 
Jack A. Burnett, exec. v.p. & 
g. m.; M. Franklyn Warren, g. 
sls. m. 
KMAU 94,982 _ 
J. Howard Worrall, p. (Satellite 
of KGMB-TV, Honolulu) 
KMVI-TV 3,200 — 
Ezra J. Crane, g.m.; Richard E. 
Mawson, st. m. 


PUERTO RICO 

WORA-TV = 25,000 

Alfredo R. de Arellano, Jr., p. & 
s Ne : aaeeee M. Dupont, 


&e 
WwAPA- TV 120, 000 
David H. Polinger, s m. ; Andrew 
N. Vladimir, sls. m. 
WKAQ-TV =e 75,000 _— 
Rafael Delgado Marquez, g. m.; 
Jorge Luis Rivero, sls. m. 


John A. 


Charles 





In the picture 


As a nod to his accomplishments—and help—Paul V. Galvin’s industry has voted him its 
highest award, the Radio-Electronics-Television Manufacturers Assn. Medal of Honor for 
1956. Mr. Galvin and his brother, Joseph, originally started their radio supply business, the 
Galvin Mfg. Co., in 1928 with capital of only $565. That company today is the well known 
Motorola, Inc., renamed for Mr. Galvin’s brilliantly conceived automobile radio. But Paul 
Galvin has not idled since. During the war, he played a major role in mobilizing his indus- 
try for defense, helped effect the magic transition from radio to electronics. He also managed 
to obtain scarce materials for essential civilian radio services and, after the war, continued 
similar activity to ease his industry’s reconversion back to peacetime production. He re- 
ceived his award at the annual RETMA convention last month in Chicago. 





A noted pioneer in radio who has worked within the field for the past 37 years, Dr. W. 
R. G. Baker, vice president of General Electr ic and general manager of the Electronics Divi- 
sion, has been elected president of the Radio-Electronics-Television Manufacturers Assn. Dr. 
Baker joined G.E. the year he graduated from Union College, 1917, and started to develop 
and test radio apparatus the following year. When G.E. took part in setting up the RCA 
Victor Corp. in 1929, Dr. Baker went to Camden, N.J., to head radio engineering. When 
G.E. set up its own radio manufacture in 1936, he returned to the parent company. Since 
then Dr. Baker has been honored by his country for contributions during two wars. He has 
been honored by his company for contributions to tv—its wRrceB Schenectady is named for 
him. Now, to his many professional honors, he adds his newest, the RETMA presidency. 





Dr. Lyndon O. Brown, vice president of media, merchandising and research, Dancer- 
Fitzgerald-Sample, has been named president of the Market Research Council. The council, 
established as a forum for leading market and opinion researchers, was founded in 1927, 
the same year its new president started his association with marketing—as a professor of 
it at the University of Detroit. in 1930 Dr. Brown moved to Northwestern University’s 
faculty, remaining 16 years and also serving as research director for several important mid- 
west companies. One was the Lord & Thomas agency, where Dr. Brown became v.p. of 
research and media. In 1945, he became managing partner of Stewart-Brown Assocs. and in 
1947 was named president of Knox College, Galesburg, Ill. He left Knox to assume his pres- 
ent D-F-S post, but continues active in academic work, too—as a lecturer at Columbia. 





Three vice presidents at Young & Rubicam, New 
York, step up an important notch with their new 
promotions to senior vice presidencies. They are: 
Samuel Cherr (1), a 31-year veteran, vice presi- 
dent and director of merchandising; George H. 
Gribbin (c), with the agency 21 years, vice presi- 
dent and copy director; A. V. B. Geoghegan (r), 
a 32-year man, vice president and co-chairman of 
the plans board. Their promotions were announced 
by agency president Sigurd S. Larmon. 





Mitchell Johnson, a member of the William Esty Co.’s television department for the 
past five years, has been appointed vice president and director of television programming. 
A native New Yorker, Mr. Johnson comes from a show business family and started his own 
first turn in vaudeville at the age of 15. He gradually started developing as well as deliver- 
ing miaterial and became established as a writer well before the second world war. After 
Infantry service in Italy, Mickey Johnson wrote for radio, then went to Hollywood for Hal 
Roach. He returned to New York to work on two pictures for Edward J. Montagne, now 
executive producer on the Phil Silvers Show, and subsequently joined Esty. In his new post, 
he succeeds Sam Northcross who has been named assistant to the president on the R. J. 
Reynolds (Salem cigarettes) account. Mr. Johnson is married and the father of two children. 
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In the picture 


James T. Aubrey Jr. (r), general manager of 
KNxT Los Angeles and the CBS-TV Pacific Network, 
assumes the newly created administrative post, man- 
ager of network programs for CBS Television, Holly- 
wood. He’s succeeded by Clark George (1), hereto- 
fore general manager of CBS Television Spot Sales, 
who, in turn, is replaced by John Schneider (c), 
previously eastern sales manager of CBS-TV Spot 
Sales. Mr. Aubrey joined CBS in 1948; Mr. George, 
in 1946, and Mr. Schneider, in 1950. 





Heretofore the assistant general manager of wrca-tv-am New York, William Davidson 
has now been upped to manage WRCA-TV as part of a move to separate management structures 
of the NBC-owned stations in New York. Mr. Davidson will report to Thomas B. McFadden 
who remains network vice president in charge. The new station manager joined NBC as a 
mail room messenger, then went to J. Walter Thompson for timebuying and, in 1942, signed 
on with Uncle Sam. He rejoined the advertising agency in 1945, subsequently moving on to 
ABC, Benton and Bowles and the station representative, Free and Peters. Bill rejoined NBC 
in 1952 as eastern sales manager of radio spot sales. He was shortly promoted national man- 
ager of radio spot sales and, in 1954, became assistant manager and sales director for WTAM- 
WNBK Cleveland. He was assigned to New York and his wRCA-tv-am duties only last September. 





Ward L. Quaal returns to his old training ground, wen Inc. in Chicago, to serve as 
vice president and general manager. For the past four years, he’s been spending his time in 
Cincinnati as vice president and assistant general manager of Avco’s tv-am operation, the 
Crosley Broadcasting Corp. Mr. Quaal, who had earlier been with wen from 1941 to 1949, 
left to become director of the Clear Channel Broadcasting Service in Washington. Upon the 
outbreak of the Korean war, he was appointed to the President’s broadcast advisory council, 
was also on the citizens committee assigned to one of the Hoover commission task forces. 
Before he joined wen in 1941, Ward Quaal had been an announcer, writer and producer in 
his home state for wJR Detroit and woMJ Marquette. The 37-year-old executive is married 
and the father of a son, Graham Ward, 8. 





Rejoining an organization he served nine years, Robert R. Nelson returns to WARD-tv-am 
Johnstown, Pa., as executive vice president. Mr. Nelson had first joined the WARD stations 
in 1946 and ultimately served as general manager for both television and radio. He resigned 
early last year, however, to become general manager of WPFH Wilmington (formerly WDEL- 
TV), shortly after its purchase from the Steinman group by Paul Harron and associates 
of Philadelphia. Although he was there just over a year, Bob Nelson helped establish an 
independent tv sports network that included nine east coast stations, as well as inaugurate 
other WPFH sports presentations, special features and new local productions. Mr. Nelson, 
who returned to WARD-Tv June 1, will also continue to serve as president of Sunshine State 
Broadcasting Co., radio applicant in Florida, in which he owns controlling interest. 





When its purchase of WHAM Green Bay and a sister-city tv outlet, wMBv-Tv Marionette, 
is approved by the FCC, Guild Films may well be considered the first tv film syndicator to 
enter station operation. And, says Reub Kaufman, Guild president, “Some day we hope 
to own and operate a full quota.” The move, reportedly involving more than $600,000, is a 
“natural step.” he adds, in Guild’s expansion. “We feel it’s good business to diversify in our 
own field.” Mr. Kaufman incorporated Guild in 1952 and, realizing only slight sales, he and 
Mrs. Kaufman (Jane Kaye, secretary of Guild) reportedly had to pawn furniture in order 
to stay in business. Then Mr. Kaufman signed Liberace and managed to place the program 
in Denver, Phoenix and Tulsa. The show caught fire and in 21 days, 18 more markets 
hooked on. Today, Guild has a full roster of properties—and assets of nearly $5.5 million. 
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The Fund for the Republic is pleased to announce 


the Winners of the 1956 


ROBERT E. SHERWOOD AWARDS 





for television programs 
dealing with 


freedom and justice 





THE BEST NETWORK 


DRAMA 
$20,000 


to the National Broadcasting Company’s 
production of ALCOA’s 
TRAGEDY IN A TEMPORARY TOWN 


PRODUCER .......Herbert Brodkin 
DIRECTOR ....... Sidney Lumet 
WHETED ........- Reginald Rose 





THE BEST NETWORK 


DOCUMENTARY 
$20,000 





to the National Broadcasting Company’s 
production of Armstrong Circle Theatre’s 
I WAS ACCUSED 


PRODUCER ....... David Susskind 
DIRECTOR ....... William Corrigan 
WRITER .........Jerome Coopersmith 








THE BEST PRODUCTION 
BY AN INDEPENDENT STATION 


$15,000 





to WAAM-TYV, Baltimore, Maryland 


for its production 
DESEGREGATION: BALTIMORE REPORT 


PRODUCER .......Herbert B. Cahan 
DIRECTOR ....... Kennard Calfee 
WEITER 0.05. can Mrs. Gray Johnson Poole 





Honorable Mention 


OMNIBUS: 
Constitution 
Columbia Broadcasting 
System 

KRAFT THEATRE: 
One 
National Broadcasting 
Company 

PHILCO PLAYHOUSE: 
A Man Is Ten Feet Tall 
National Broadcasting 
Company 

PAGEANT: 
In Freedom 
KOMO, Seattle, 
Washington 

IN THE MINDS OF MEN 
KPIX, San Francisco, 
California 





THIS IS OUR FAITH 
March 28, 1956 
WATYV, Newark, N. J. 


TWIN CITY 

HEART BEAT: 
The Invisible Fence 
KEYD, Minneapolis, 
Minn. 


CAMERA THREE SERIES 
Columbia Broadcasting 
System 


FRONTIERS 

OF FAITH SERIES 
National Broadcasting 
Company 


FRONTIER SERIES 
National Broadcasting 
Company 








Jurors: 
Gilbert Seldes 
Robert Taft, Jr. 
Harrison Tweed 
Philip H. Willkie 


Kermit Bloomgarden 
Buell G. Gallagher 
Robert M. Purcell 

Mrs. Eleanor Roosevelt 


The Awards for television programs dealing with freedom and justice 


presented on commercial television between October 1, 1955 and May 31, 
1956 are in memory of Robert E. Sherwood, until his death a Director of 
the Fund for the Republic and a valiant champion of American liberties 
The Awards will be made again next year, for programs presented between 
October 1, 1956 and May 31, 1957. The Fund for the Republic is a non- 
profit corporation devoted to increasing public understanding of the 
principles set down in the Constitution and its Bill of Rights. 


THE FUND FOR THE REPUBLIC, INC. 


60 East 42nd Street, New York 17, N. Y. 
PAUL G. HOFFMAN, Chairman of the Board 


ROBERT M. HUTCHINS, President 
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A woman in Santa Monica won a 
divorce after testifying that her hus- 
band became so domineering that he 
even marked the television programs 
she would be permitted to watch. 

* * 

A bride in Chicago told the judge 
the groom got angry when she stayed 
up to view the late show. His Honor 
asked whether her husband didn’t 
mean more to her than television. 

“Definitely not,” the girl said. 

She’s single again. 

“ae * * 

In Lansing a man sent the following 
verse to the local police: 

The future’s dim and vague to me, 

My wife has left me flat. 

What’s more, she took our one tv, 

If you can picture that. 


I’m worried, stranded, all alone, 

Disheartened, saddened, low. 

The only thing I loved has flown— 

My darling video. 

* * os 

There is no doubt that when Irish 
playwright Brenna Behan was inter- 
viewed one day last month on a Lon- 
don television show by Malcolm Mug- 
geridge, ‘editor of Punch, he was 
loaded. 

“I had a bottle of whiskey—good 
Irish whiskey—inside of me before I 
went to the studios,” explained the 
rumpled 225-pound author of the cur- 
rent London hit, The Quare Fellow. 
“They kept me locked in the place from 
five o'clock until 1 went on the air ai 
10, and I had a few nips of Scotch to 
while away the time.” 

Mr. Behan (pronounced Bean) gave 
his first-hand, unexpurgated account to 
reporters who found him the next day 
treating a hangover—with pints of 
beer—in his London flat. 

However, most of the viewers did 
not need the confirming testimony of 
the former member of Ireland’s Re- 
publican Army who once served eight 
years in British prisons for his Repub- 
lican Army activities. 

On the air Mr. Muggeridge asked 
questions but Mr. Behan’s answers 
were incoherent. At one point he near- 


ly slid from his chair to the floor. 





THE LIGHTER SIDE j n 


Hundreds of listeners called the BBC 
to protest. They were told: 

“Mr. Behan was nervous.” 

“Nervous?” snarled Mr. Behan 
when told of the official reply. “Not a 
bit of it. | was drunk.” 

a * * 

The following comes to us from the 
pages of a recent Publishers’ Weekly. 

Benn Hall found this item in the 
Mankato (Minn.) Free Press: “The 
Book Lovers Club of Mankato had its 
first fall get-together with the husbands 
of the members at dinner Thursday 
evening. Following the dinner the 
group went to the home of a member 
to watch television.” 
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A run for his money: Bill Fagan, 
a tv producer in Indianapolis, is wear- 
ing a bewildered look these days and 
it’s no wonder. He sprinted across a 
street and managed to convince a 
policeman the parking meter was run- 
ning fast and he hadn't parked over- 
time. 

But he paid a $2 fine, anyway. The 
policeman charged him with jaywalk- 
ing. 

* * * 

In sight, in mind: A man named 
James M. Showers of Pontiac, Mich., 
was arrested as a suspect after police 
spotted him on the CBS Television net- 
work program, What’s My Line? He 
pleaded guilty to a larceny charge. 

e * * 


A friend of ours who is well known 
for his natty attire came to us the other 
day with a problem. He knocked on 






Camera 


our door, he said, because he feels his 
dilemma is directly related to the fact 
that he just bought his first television 
Set. 

A few days after the set was installed 
he came home and was greeted by his 
four-year-old son who carried gun in 
hand and scorn on his face as he or- 
dered: “Reach for the sky, you old 
garment!” 

Our friend is not sure whether the 
interpretation of his son’s remark is 
to be found in his tailor or Freud. 


x xe * 


According to a story in the New 
York World-Telegram and Sun, the 
old folks at the Nassau County Home 
were watching television one night in 
the recreation room. 

The door opened and in walked a 
62-year-old inmate of the home who 
had been AWOL for a couple of hours 
at a nearby tavern. The man, a re- 
tired sandhog, viewed the program for 
five minutes and then announced in 
loud, clear language: “This is worse 
than being in prison.” 

With that, he picked up the tv set, 
held it aloft for a moment and then, 
whammo! sent it crashing to the floor. 

This, of course, ended the social 
hour and the ex-sandhog was clapped 
in the clink. The judge gave him 90 
days—which is really a 13-week cycle 
—with the hope that he will change 
his views. 


e * * 


Here’s another installment in our 
collection of hobbies which are pur- 
sued by industry figures: 

Donald H. McGannon, president of 
Westinghouse Broadcasting Co., has a 
hobby that is particularly seasonal: 
politics. Anthony C. De Pierro, vice 
president and media director at Lennen 
& Newell, N. Y., is a fishing and do- 
it-yourself enthusiast and John Blair, 
of the station rep firm bearing his 
name, finds his free-time fun on his 
yacht. NBC vice president, David 
Adams, takes his leisure in books, 
music and gardening. Harold P. See, 
vice president and general manager of 
KRON-TV San Francisco, goes in for 
woodworking. 








First in Houston with TV Experience...Over 700 Man-Years 


The Golden Gulf Coast Market has been sold on KPRC-TV mu 
ever since it made Houston’s first telecast in 1949. 


Today’s excellence in market-wise programming, production, 


promotion, and engineering is the result of these years HOUSTON 


of experience. KPRC-TV remains first in the eyes of Gulf Coast CHANNEL 
viewers . . . mornings . . . afternoons . . . evenings. . . 


all the time, and over 700 man-years of experience is the 
° . . ° i i 1M 

priceless ingredient that makes it so. JACK HARRIS, Vice President and Genera anager 

JACK McGREW—National Sales Manager 

Nationally Represented by 


EDWARD PETRY & CO. 


MAN-YEARS EXPERIENCE 





WONHSiGYL 


i 


- television station representatives 





